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10 Cents a Copy, $2 a Year 


Rough Proofs 


With agency men acting as their 
ewn models and interviewees for 
testimonials, writing copy may soon 
qualify for inclusion in W. Winch- 
ells department, “Portrait of a 
Man Talking to Himself.” 
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Beaumont, Tex., is doing all it 
can to make traveling salesmen feel 
at home. And they can prove that 
the Good Samaritan was also a good 
business man. 


7. ¥ 


If Benjamin Wood wants to con- 
vince Americans that tea isn’t a 
sissy drink, he should persuade 
them to drink the brew as prepared 
for hairy-chested Britishers. 
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Forty-three million bottles of 
Cobb’s Creek blended whisky have 
been sold since 1935, the advertising 
reports. That bubbling rivulet must 
be the brook that goes on forever. 
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“What’s the matter with a good 
advertising man for our next presi- 
dent?” demands Elisabeth McGurk. 

Our next president will certainly 
need one. 
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Walter Tild’s problem of locating 


Fountains Fond 
of Promotion 
for Coca-Cola 


New York, Feb. 27.—While coor- 
dinated promotion probably 
plains the success of Coca-Cola 
Company in more than tripling 
profits in four years, ability to get 


retail outlets to use the company’s | 
material was given its due share of | 


credit by DeSales Harrison, vice- 
president in charge of fountain 


sales, in an address before the Sales | 


Executives Club here today. Mr. 
Harrison also indicated that 1939 


earnings, to be revealed Saturday | 


following a directors’ meeting in 
Wilmington, Del., will exceed the 
1928 peak of $25,500,000. 

Mr. Harrison said that 54.5 per 
cent of the 100,000 fountain outlets 
for Coca-Cola use a decalcomania 
sign featuring that beverage. No 
less than 94.5 per cent of them use 
a Coca-Cola festoon for back-bar 
decoration. Service salesmen, who 
are actually fountain engineers 
assigned to help retailers with 
refrigeration problems, varied the 
monotony by selling 7,250,000 Coca- 
Cola glasses last year, along with 
enough dispensers at $88 to bring 
the two-year figure to 17,000. The 
service men discovered that 84.1 per 
cent of the fountains use Coca-Cola 
glasses and 72.7 per cent serve the 
drink iced. 


lost. and strayed advertising men 
might be solved by the simple de- 
vice of letting the usually anony- 
mous adsmith sign one piece of copy 
a year, say on April Fool’s Day. 
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The FTC indicates that the new | 
trade practice rules for the motor 
car trade will prohibit illustrating 
a deluxe model and quoting the | 
price on the regular job. They may | 
even want the artist to picture a) 
wheel base within a couple of feet | 
of the actual dimension. | 
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The South Bend Bait Company is| 
using 8-page ads in the | 
magazines to introduce its 1940 line. 
And a lot of impatient big fellows | 
will grab it without demanding too | 
exciting a lure. | 
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With Peerless Fabrics arranging | 
for the gals to wear dresses im- | 
printed with advertisers’ trade-| 
marks, the sandwich men’s union is | 
brought face to face with the threat 


of technological unemployment. 


| 
| 

Over 10,000,000 display ads were 
published in 380 newspapers in 1939, 
reports Media Records, and in spite | 
of some of the things you read, a lot 
of consumers went right out and 
bought the products they advertised. 
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“Life With Father” suggests that | 
one good way to build up the “Help| 
Wanted” linage is to arrange to have 
‘he right kind of husbands con- 
‘ronted with the wrong kind of 
‘fasts. 
vv, 


eaking of improving relations 
en advertisers and consumers, 
the matter with the Johnson 
dea of a dividend for users in 
> orm of bigger and fatter pack- 


Copy Cus 


However, fountains account for 
only 10 per cent of the number of 
outlets. 
served largely by 1,100 franchise 
holders ‘who handle 75 per cent of 
the company’s. business. These 
licensees are members of the com- 
munities they serve and are the 
backbone of the Coca-Cola organi- 
zation. 

Coca-Cola’s latest promotion ven- 
ture, a Technicolor film, “Promo- 
tion Through the Years,” was shown 
at the meeting. 


First Contest 
in 73 Years 
for Fleischmann 


New York, Feb. 29.—For the first 
time in the 73 years that Fleisch- 
mann’s yeast has been on the mar- 
ket, the product is being promoted 


by means of a premium offer. Cur- 
rent Fleischmann magazine and 
radio advertising promises eight 


packets of different kinds of flower 
seeds for ten cents and six labels. 
The offer is being promoted over 
one of the radio shows sponsored 
by Standard Brands, Inc. One- 
minute announcements are being 
made daily during the course of “I 
Love a Mystery,” a serial aired over 
32 stations of the Red network of 
the National Broadcasting Company 
at 7:15 p. m. 
The offer is also being promoted 
1,000-line color copy in The 
American Weekly, as well as by 
means of store handbills and point- 
of-sale displays. The seed assort- 
ment is being referred to as “a com- 
plete flower garden.” J. Walter 
Thompson Company is the agency. 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Basic Business Index 28 
Editorials . 12 
Getting Personal . 24 
Information for Advertisers 12 
Obituaries 27 
Photographic Review 31 
Rough Proofs 1 
Voice of the Advertise, 18 
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There are 900,000 others, | 


WINS TOP PACKAGING HONOR 
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Winner of the highest award in the packaging competition sponsored by the 
American Management Association this year is this container for Biqelow-Sanford 
stair carpet. (Story on Page 2.) 


‘Would Make FTC Arbiter 
of All Seals of Approval 


Lemke Bills Make Spe- 


Legitimate advertisers and pub- 
cific Approval Neces- lishers need have no fear of the 
proposed measure, its author told 
| sary for Their Use ADVERTISING AGE today. Congress- 
| man Lemke said that he believes 
Washington, D. C., Feb. 28.- The | the present FTC Act gives the com- 
use of any type of seal of approval | ™!ssion jurisdiction over seals, that 
on drug, food, cosmetic or thera- | his amendment is merely intended 
peutic products would be pro-| to clarify the situation, and to pro- 
hibited, except when such seal had | tect both the public and publishers 
received the specific approval of the| from a_ threatened plethora of 
Federal Trade Commission, under | meaningless symbols. 
two companion bifis introduced into To FTC Liking 
the House this week by Rep. Lemke, 
Republican, of North Dakota. 

One of the measures, H. R. 8672, 
provides that “the use, sale, purchase 
or exchange of any seal, stamp, or 
certificate of another person, aSSO-| cage at this of Congress, 
ciation, organization, [I they undoubtedly will be approved 
denoting mal implying equality oF | enthusiastically by the FTC, which 
a A ge egg ro |as long ago as last summer told Ap- 
drug, food, cosmetic, therapeutic VERTISING AGE that it was getting 
lotion, therapeutic device, or diag- ready for a serious onslaught on all 
nostic or surgical assists in compari- | tYP€S of seals of approval. 
son or competition with other prod- In the Aug. 28, 1939, issue of Ap- 
ucts of like kind, or similar nature,| VERTISING AGE a lengthy story de- 
unless such seal, stamp, or certifi- tailed the viewpoint of the FTC on 
cate has been approved by the Fed- seals of approval. 
eral Trade Commission, shall be} ficials,” this story said, “told Apver- 
deemed to be unfair or deceptive | TISING AGE this week that if the 
acts or practices in commerce.” 

The other bill, H. R. 8625, makes 
it unlawful for any person, associa- 
tion, organization or company to| are yery good that seals of approval 
“use, sell, buy, or exchange” any of all professional, scientific 
such seal, stamp or certificate unless testing research agencies will come 
authorized to do so by the. Federal 
Trade Commission. 


While Rep. Lemke’s bills, which 
were referred to the committee on 
|interstate and foreign commerce, 
seem to have little chance for pas- 


session 


Goog@, Housekeeping is ultimately 


‘| desirable ‘in the public interest.’ ” 


Last Minute News Flashes 
Benton to Head Sales for. Ingérsoll Daily 


New York. March 1.—Wm. B. Benton, noted agency man, has taken 
leave of absence from the University of Chicago to assume charge of 
sales and distribution for the unnamed evening tabloid to be started 
June 1 by Ralph McA. Ingersoll. O. B. Winters, vice-president, Erwin, 
| Wasey & Co.. is a member of the board, and L. E. MeGivena & Co. will 
direct promotion. 


Sinclair to Sponsor CBS European News 

New York, March 1.—Effective April 3, Sinclair Refining Company 
will sponsor and expand the European broadcasts of Columbia Broadcast- 
ing System over 72 stations, with three 15-minute periods weekly. 
Federal Advertising Agency is in charge 


Lockwood Succeeds Bertke at Lord & Thomas 


Chicago, March 1.—David Lockwood, who has been art director of 
Blackett-Sample-Hummert, Inc., has shifted to Lord & Thomas, succeed- 
ing George D. Bertke, who has resigned after 15 years’ service as art 
director. Ray Jordan, former art director of Blackett-Sample-Hummert, 
who has been free lancing, has returned to that agency. 


Weiss & Geller Appointed for Spud Cigarettes 

Louisville, Ky., March 1.—C. Palmer Parker, president of Axton- 
Fisher Tobacco Company, today announced appointment of Weiss & 
Geller. Chicago and New York, as advertising agency for Spud cigarettes 


The appointment follows the recent selection of the same agency for 
Twenty Grand cigarettes, another Axton-Fisher product. 


Dies Committee 
fo Extend Study of 
Consumer Groups 


Texan Plans to Question 
Consumer, Cooperative 
Representatives 


(For details of the new Chicago 
Bureau of Buyer Information, 


Donald Montgomery's reply to 


“High FTC of- | 


. . ‘ . | 
cemmission’s complaint against 
sustained in the courts, the chances | 
and | 


under close scrutiny, if that seems 


Bruce Barton and J. B. Matthews, 
and news of ApveRTISING AGE’s 
$1,000 contest for practical plans 
for bringing advertisers and con- 
sumers closer together, see pages 
26 and 27.) 


Washington, Feb. 27. — Consumer 
organizations, probably including 
some consumer cooperatives, will 
be called before the Dies Committee 
on un-American activities sometime 
in the near future, if the committee 
chairman, Rep. Martin Dies of 
Texas, has his way. 

This was revealed here this week 
|; when Chairman Dies told ApvEr- 
TISING AGE that it is his intention to 
have his committee investigate some 
of these organizations to determine 
whether or not they are Com- 
munist-backed or Communist-con- 
nected groups. 

The Texan said that he has “a 
mass” of information that has come 
to him suggesting that Communistic 
or other subversive influences are at 
work in some of these organiza- 
tions, but as yet he has not had an 
opportunity to ferret through this 
information and bring the most im- 
portant to the attention of his com- 
mittee. 

He will do so in the near future, 
| however, he said, and it is believed 
| that his committee will accept his 
suggestion that representatives of 
some of these consumer groups be 
called before the Congressional 
probers to explain the organization 
and purposes of their groups. 


Refuses Amplification 
Rep. 


names 


Dies would mention no 
nor would he indicate the 
exact nature of the accusations that 
| have been made against these or- 
ganizations. He said he felt that he 
should make no statement until he 
| has taken the matter up with his 
| committee. 

| Since the House recently criti- 
| clzed his committee for some of its 
eee practices and some of 
| his colleagues on the investigating 
committee belabored him for mak- 
ing decisions and committee state- 
ments without the prior consent of 
a majority of the committee, Mr. 
Dies has made it a practice not to 
make positive statements as to the 
committee’s future program and re- 


$1,000 


in prizes 
for the best programs for 
Improving Relationships 
Between Advertisers 


and Consumers 


See Story on Page 27 
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lated matters without first consult- 
ing his colleagues. 

However, it is generally believed 
that the other committee members 
will go along with his suggestions 
as to the types of organizations to 
be investigated, and Mr. Dies was 
emphatic when he told ADVERTISING 
AcE that he wants to probe into 
some of the consumer groups. 

There are several matters now 
pending that the committee wants 
to complete before launching into 
any new fields, he said, and for that 
reason he could give no idea as to 
just when he will place before his 
committee the information that has 
come to him concerning the con- 
sumer groups. But, he said, “I cer- 
tainly will bring this before the 
committee and ask that the com- 
mittee make an investigation of 
these consumer organizations.” 


Co-op Bill in Senate 


Meanwhile, the Senate agricul- 
ture committee began hearings this 
week on a bill that it is believed 
would permit consumer cooperatives 
to use the credit facilities of the 
Farm Credit Administration. 

Opposition to this proposal has 
already been voiced by certain farm 
organizations which fear that bene- 
fits from the FCA might be cur- 
tailed and the interest of the FCA 
be diverted from the strict farm 


field should 
enacted. 
The National Council of Farmer | 
Cooperatives, a farm organization, 
went before the Senate committee 
with a protest against enactment of 
the bill, pointing out that “any aid 
extended to consumer or other gen- 
eral cooperatives should be ex- 
tended through separate legislation 
and not as a part of the agricultural 
credit facilities afforded by the 
Farm Credit Administration.” 


“We oppose the present bill,” the 
Council told the committee, “be- 
cause it proposes to make available 
to a wide variety of trade and serv- 
ice enterprises the credit facilities 
of the Farm Credit Administration, 
an agency designed and developed 
to meet the particular needs of ag- 
ricultural credit, without providing 
for the expansion of the Farm 
Credit Administration to meet the 
totally different needs of the wide 
variety of enterprises which might 
seek credit under the terms of the 
bill.” 


this legislation be 


Changes Format 


A new format has been adopted 
by Woman’s World, beginning with 
the May issue. It will appear in 
standard size, 429 lines, with a re- 
vamped editorial set-up placing 
greater stress on current events, 
features and color. 


“Time” Advertising 
Journalism’s Story 


Both the historical perspective 
and the contemporary scene of 
journalism will be revealed in a se- 
ries of advertisements sponsored 
by Time during the coming year. 
Full-page copy will be used in 12 
newspapers in New York, Chicago, 
Washington and Detroit, and in a 
selected list of college dailies in in- 
stitutions which have schools of 
journalism or senior journalism 
courses. 

The first advertisement in the 
series, published Feb. 29, tells the 
story of how the New Orleans 
States exposed Louisiana’s political 
scandals. The campaign will cost 
$300,000 and is being handled by 
Young and Rubicam, New York. 


Kaufmann’s Names Wells 


Alan A. Wells, manager of the 
sales promotion division of the Na- 
tional Retail Dry Goods Association, 
New York, has been appointed ad- 
vertising manager of Kaufmann’s 
Department Stores, Inc., Pittsburgh. 
He succeeds Samuel J. Cohen, who 
is now connected with the Boston 
Store, Milwaukee. 


To Broadcast Producers 


George Thorp, formerly with the 
Bronx Home News, New York, has 
been appointed program manager of 
— Producers of New York, 
ne. 
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Bigelow-Sanford 
Designer of 
‘Package of Year’ 


Winners Announced in 
Annual 
Packaging 


(Picture on Page 1) 

New York, March 1.—The Bige- 
low Weavers’ stair tread carton of 
Bigelow-Sanford Carpet Company 
has been awarded the Irwin D. 
Wolf trophy in the ninth competi- 
tion for distinctive merit in pack- 
aging, the American Management 
Association, sponsor of the event, 
has announced. 

The stair tread carton, selected 
from a field of more than 1,500 de- 
veloped during 1939, becomes the 
package of the year on the basis 
of the objectives of the awards: 
“To accord recognition to achieve- 
ment in the field of packaging; to 
stimulate constructive interest in 
the practical, mechanical and tech- 
nical development of improved 
packages, and to arouse creative 
interest in manufacture of pack- 
ages.” 

The Bigelow-Sanford package is 
22% inches long; 5% inches wide, 
and 8% inches deep. The shape 
encourages storage with the main 
panel displayed to traffic in stores. 
Black and two colors of brown were 
used in printing. A feature is a 
large oval cut-out, covered with 
cellophane, which permits a view of 
the contents of the box. The pack- 
age gives a wealth of buying infor- 
mation, the main panel carrying this 
notice in large letters: “This box 
contains 14 stair treads—enough to 
adequately cover the average flight 
of stairs.” The side of the box gives 
detailed instructions for installation 
of the treads, the explanation being 
clarified by illustrations. The other 
side contains a convincing selling 
talk, including the “lively wool” 
story, so often told in advertising. 


Winners on Display 


All entries in the competition will 
be on display at the Tenth Pack- 
aging Exposition to be held at the 


Hotel Astor, New York, March 
25-29. 
Honors were awarded in 20 


classifications, the list of first place 
winners being as follows: 

1. Most effective package employ- 
ing a single color, Stetson Hat Box; 
entered by John B. Stetson Company; 
designed by Martin Ullman. 

2. Most effective use of more than 
one color, Beaver Carbon Paper box; 
used by M. B. Cook Company; de- 
signed by Douglas Rader. 

3. Most effective use of typography 
and/or lettering, Imra tube; used by 
Parfums Chevalier Garde, Inc.; de- 
signed by Vladimir Bobri. 

4. Most effective use of design to 
create shelf visibility, Iron glue con- 
tainer; used by McCormick & Co.; 
designed by Jim Nash. 

5. Most effective redesigned pack- 
age, Lip Salve counter display; used 
by Sharp & Dohme, Inc.; designed by 
Bond Morgan, 

6. Most effective use of merchan- 


dising ingenuity, Kingsway grape- 
fruit juice can; used by Bruce's 
Juices, Inc.; designed by Muirson 


Label Company. 

7. Most effective package designed 
to add to convenience, package for 
sampling plastics; used by Rohm & 
Haas Company; designed by Gilbert 
Rohde. 

8. Most effective packaging of 
combination sales unit, Knight cock- 
tail bar; used and designed by Knight 
Packing Company. 

9. Most effective package in sec- 
ondary use, Charbert’s Luxury Set 
container; used by Parfums Charbert, 
Inc.; designed by Herbert H. Harris 
and Joseph H. Meyer Brothers. 

10. Most effective combination of 
merchandising and beauty, Floral 
hosiery gift box; used by Cannon 
Mills; designed by Miss D. Osann. 


Other Award Winners 


11. Most effective use of inventive 
genius in package construction, de 
luxe tray for spectacles; used by 
Shur-On Optical Company; designed 


by Brent & Olifers. 

12. Most effective use of two mate- 
rials in one package, transparent 
pretzel container; used by Bachman 
Bakeries, Inc.; designed by George V. 
Clark Company. 

13. Most effective family of pack- 
ages, Thistle stationery; used by But- 
Brothers; designed by J. E. 
Spurgeon. 

14. Most effective 


gift package, 


Contest for 
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KEEPING A SECRET 


STIX, BAER & FULLER 


we went even 
Ulustrate eur concealing eeu 


Maternity Dyess 


Wt's so concealing wé won't even illus- 
trate it for others to recognize! it's 
@ dress you can have in navy or black 
rayon sheer (cool enough for summer) 
with @ dainty embroidered white or- 
gendy collar and « straight4ined boxy 


jacket. Comfortably adjustable and 
4s confidential as all our youthful “ex- 


pectent dresses. 914.95 
Others from $7.98 to $16.95 


» <a 


Gel MAGIC wUMOER 
CE 94469 fer phone orders 


This unusual copy for maternity dresses 
brightened the day for many @ newy 
paper reader in St. Louis last week. 


Blossom Oval towel set; used by 
Cannon Mills; designed by Miss D, 
Osann,. 


15. Most effective package for prod- 
uct not previously packaged, Bigelow 
Weavers’ stair tread carton. Designed 
by Bigelow-Sanford Carpet Company, 

16. Package most effectively dis- 
playing specific buying information, 
joint award, Cannon muslin stock 
package and Kwik-Way electric heat- 
ing pad; former used and designed by 
Cannon Mills; latter used by Kirkway 
Company, designed by R. R. Wilter- 
ding. 

17. Most effective shipping con- 
tainer, Swirl shipping container; used 
by B. T. Babbitt, Inc.; designed by 
E. G. Jacobson and Don Ost. 

18. Most effective shipping con- 
tainer for merchandising and con- 
struction ingenuity, Pro-Phy-Lac-Tic 
combination tooth brush and powder 
counter display and shipping con- 
tainer; designed by Lambert & Feas- 
ley. 

19. Counter display pleces_ that 
effectively sell unit package, Ruxtone 
artist oil tubes display; used by Rux- 
ton Products, Inc.; designed by W. H. 
Ruxton and George Welp. 

20. Floor display pieces that effec- 
tively sell unit package, Maine potato 
floor display; designed by Brooke, 
Smith, French & Dorrance. 


Cooper Leaves Bigelow 


C. Carroll Cooper has resigned as 
advertising manager of Bigelow- 
Sanford Carpet Company, New 
York. Carl Freger, formerly as- 
sistant advertising manager, has 
been promoted to the post. Mr. 
Cooper has established his own mer- 
chandising and advertising service 
for manufacturers in the home fur- 
nishings field. 


———— 
s CERAMEK 


mOUSTRY 


Publishers 
to the 


Building Industry 


Building is too big a market to 
be served by a single business 
paper. Only a group of editors. 
pooling their knowledge, co” 
tacts, understanding of the 
point-of-sale, application and 
manufacturing divisions, ©?" 
build such an effective unit 4 
is represented by 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
ed 
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JOE DOAKES 
ANDO 1 FOUND OUR 
KIND OF RADIO / 


I. "You never heard of that young salesman of mine— 
Joe Doakes. Quietly, without any fuss or feathers, he 
covers three states—like a blanket! 


2. "He knows what people like there. They trust him 
because he's one of them. They give him their business 
because he talks their language and never kids them. 


"Well, | remembered Joe Doakes when | was consid- 

; =a § ering radio to sell my product. | couldn't afford a Big 

e : e Name on a spectacular show, coast-to-coast. Just too 
wasteful, for me. 


SUIT EACH PROGRAM TO 
ITS TERRITORY WITH 


SPOT RADIO 


No two sales territories are alike. Each one 


calls for different strategy, different local 
merchandising, and therefore a different radio 


“ approach. 
3. bu | could afford to give radio support to terri- Whether live or transcribed you can use the 
tories producing sales and deserving added oomph—like , , : 
Joe's and a dozen more. right kind of program for each strong station, 


"So Joe and | got together and worked out some SPOT , > ri me sctonere__s ec , 
RADIO. Joe knows the right stations for his territory; at the right time for listeners— all tied to your 


helps fit each message to each market, ties it into every Distribution— when you buy SPOT RADIO 
selling drive, all geared to our distribution. . 


a | SPOT RADIO IS ADVERTISING THAT YOU CAN SPOT. 


OS Atte  — 


ANY TIME ANY LENGTH ANY WHERE 


For any advertiser or agency executive who wants to see hou 
SPOT RADIO can meet his individual situation, we shall be 
very glad to prepare a special outline. 


EDWARD PETRY & CO. 


INCORPORATED 


Representing leading Radio Stations throughout the 
United States—individually 


Offices in: NEW YORK - CHICAGO - SAN FRANCISCO 
DETROIT ST. LOUIS LOS ANGELES 


4. "And you can't imagine how these folks responded to 
the local appeals and the merchandising of those pro- 
grams! When it comes to SPOT RADIO, mister, I'm sold!" 


C. 
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ADVERTISING AGE 


4 
are indeed meager, he _ asserted, 
Insurance Admen when viewed in comparison with 
those of other leading national ad- 
| vertisers. For example, he pointed 
fF h H out, one tobacco company alone 
$C ew orror uses more newspaper space than all 
the insurance companies whose 
- inewspaper advertising is large 
ppea § in Opy enough to be measured: one auto- 
mobile company spends more in 
magazines than the 66 insurance 
Conference Hears Plea advertisers; and a single soap com- 
" 1!) pany spends more in newspapers, 
for More Reasonable magazines and radio than all insur- 
Appropriations ance companies combined 
New York, March 1—Emphasis on Much at Stake 
the wide spread between insurance Citing the huge insurance invest- 
sales volume and insurance adver-|ments at stake and the need for 
tising appropriations stood out as|cultivating public good-will and 
one of the highlights of the two-day | educating the layman on the com- 
Insurance Advertising Conference | plexities of insurance, Mr. Corrigan 
which came to a close here today.| termed insurance advertising ex- 
About 100 executives representing | penditures as “indeed small.” “Tf | 
leading life and stock fire and casu- | companies which make a living by | 
alty companies attended the ses-| dispensing products were to adver-| 
sions. | tise as little as insurance companies | 
The need for an expansion of in-|comparable in size, not as many | 
surance advertising budgets was) cakes of soap or bottles or packages 
voiced by Emmett Corrigan, vice- would ever reach the hands of their | 
president, Albert Frank-Guenther | intended customers,” he asserted. | 
Law, Inc., who cited statistics show-| Two aspects of insurance copy ap- 
ing that 78 insurance advertisers last| peals which attracted considerable 
year used 2,500,000 lines of news-/| attention were analyzed by Edwin 
paper space and 66 insurance adver- | E. Sterns, Travelers Insurance Com- 


tisers bought $3,400,000 worth of pany, Hartford, who condemned the 
magazine space. Such expenditures | use of strong emotional appeals, and 


|across and saw the horrors, ceased 


J. J. Haight, Wilson & Haight, Inc., 
Hartford, who offered a brief in 
behalf of the legitimacy of the “light | 
touch” in insurance copy. 

Warning against over-use of the 
“fear” motive as a basis for attract- | 
ing attention, Mr. Sterns urged| 
copywriters to avoid the “kickback” 
of the emotional approach. “ ‘Over 
the hill to the poorhouse’ may be 
dramatic,” he declared, “but it isn’t 
half as appealing to the insurance 
prospects as ‘Taking it easy at 65.’ | 


Easy to Forget 


“You may drive by a gruesome 
auto accident that sends shivers up 
and down your spine but after that 
first reaction passes you may forget 
the horror in a week. Then you 
might try to ‘duck’ the next insur- 
ance salesman who talks to you) 


|}about the horror of an automobile 


accident. 

“During the last war a terrific | 
amount of propaganda was put out | 
in this country and whipped the | 
citizens into a frenzy with the result | 
that when peace was declared a 
great many of us were ashamed of 
our emotional outbursts. On the 
other hand, the soldier who went 


talking about them when he got 
back here. 

“Take burglary insurance, for ex- 
ample. Isn’t it better to show a 


| ca pee 
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‘State Virtually B 


a Factor in Business Revival 


———$— 


HARTFORD, Co 
| While there “" bee 
industry from New 
ARNER ‘years because of hi 
‘cially taxes and labd 
ae the Chamber of C 
N state of New York 
State of Connectic 
|joying an influx of 
some of which has 
| York. 
| This movement 
last year. Togethe 
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such a way as to 
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ad today increased bore 
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Many Industries Moving» i 
Into Friendly Connecticut PARTS 


From New York Continues—War Boom | 


of factory Labor, as a member. 
“a Smilingly referring to himself as any o 
an’’ for prospects in with obWiS 
and giving credit for tives OMS 
rial the results to the State's business The 
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When business is so good in any market it makes the front page of an important New York 


newspaper—it's a good time and place to sell your products. 


WTIC can help you make the most of this prosperous market—where per capita retail sales 


are consistently 40% above the national average—year in and year out. It’s a market where people 


have more to spend on themselves because they have to spend less on sales, income and other taxes! 


A “MUST” FOR A BIG JOB IN THE BIG SOUTHERN NEW ENGLAND MARKET 
The Travelers Broadcasting Service Corporation, Member NBC Red Network and Yankee Network 
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BARBER SHOP 


Interest-compelling headline and_ illus- 

tration in current Goodyear advertise- 

ment leads into exposition of one of 
the myriad uses of rubber. 


couple in a jewelry store replacing 
the stolen goods because an insur- 
ance company made that possible, 
than to show the jewelry gone? 


Fear Loses Effect 


“I think it is better to keep away 
from the horror of corpses and in- 
jured people and in contrast point 
out what people have to lose—what 
can be taken away from them. 

“The fear appeal may be power- 
ful for a few moments but its effect 
does not last long, so its use should 
be tempered with reason. 

“I know that if insurance sales- 
men talk to people about the horror 
of going without insurance, they 
soon find that those people will 
avoid them. This is natural. People, 
generally speaking, dislike the trou- 
bles they may encounter in life. 
They much prefer to think of 
pleasanter things. 

“Even the man who neglects to 
provide insurance for himself or his 
family does not like to be reminded 
of it too often. It is much better 
to suggest that he will take care 
of these things. 

“In life insurance, fire and in cas- 
ualty lines, insurance will protect 
what a man owns and has. The in- 
surance agent can apply the fear 


appeal much better than we can in| 


advertising. He can adjust it to the 
individual and not use it where it 


Analyze Sales Strategy 


“All in all, it seems to me that the 
most important factor to be consid- 


|}ered in insurance advertising is its | h 


proper adaptation to the individual 
sales 
agent. 


strategy employed by our 
Inasmuch as we must back 


March 4, 1949 
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up the efforts of the agent, our aq- 
vertising must be elastic enough ;, 
meet the various conditions they 
encounter. Therefore, I certain}, 
| recommend the appeal of confidence 
at all times and that the fear app: 
be used as little as possible. 

“We know from certain tests that 
have been made that a fear appea] 
will reduce the number of readers 


of an advertisement. We know that 


most people prefer to think of pleas. 
ant things and dislike the troubles 
they may encounter in life. So why 
shouldn’t we tell a story that the 
public prefers?” 

Mr. Haight observed that the use 
of levity is perhaps less common tp» 
insurance copy than to any other 
field of selling. He asserted, how- 
ever, that regardless of the seriou 
nature of insurance, more facetious- 
ness could be profitably employed 


An Unpleasant Subject 


| “It may be heresy, but I believe 
| we should face the fact that insur- 
ance is basically an unpleasant sub- 
| ject. While few men will argue 
the value of insurance, the fact re- 
mains that under normal conditions 
it represents all outgo, and no 
tangible return. Before it can pay 
off, something unpleasant must 
happen: a man must break his arm, 
or have his home burglarized, or 
suffer a fire at the factory, or break 
his pet camera lens, or become aged 
and infirm—or even die. Is it any 
wonder insurance men complain 
that the average prospect seems to 
want to defer consideration of in- 
surance as long as possible? Is it 
any more reasonable to expect a 
man to seek out and read a straight- 
forward advertising exposition of 
insurance, than it is to expect my 
dog to sit up and beg for a capsule 
he hates? 

“The least-read page of any 
newspaper is the financial page, 
with the editorials just behind. The 
most-read feature is the comic sec- 
tion. This is not news, but it points 
amoral. Where is the logic in pro- 
ducing advertising which might 
have been written by the treasurer 
of the company in collaboration 
with the head of the legal depart- 
ment? Why not borrow the tech- 
nique of the comic strips, the sport 
page and the gossip columns, and 
give your sales story a fighting 
chance of being read? Does the 
light touch in advertising make 
people question the solid substan- 
tiality of the company behind it’ 
Macy’s doesn’t think so. Their ad- 


| will cause dislike of the salesman.| Vertising even pokes fun at Macy's 


|/own testing laboratories.” 


‘Names Representative 


Radio Advertising Corporation 
as been named national represen- 
| tative of WCAR, Pontiac, Mich., a 
| new station which began broadcast- 
ing in December. 


Proof of Reader- 
ship Which 
Makes It Pay 
To Advertise! | { 


a 


Advertising spotted where 
quirements is productive 
only $79 to $85 an issue. 


INDUSTRIAL EQUIPMENT NEWS 
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a What Do You Mead? 


Oe eS hee eee 8 


Returns from IEN's current verifications are now coming 
in and a tabulation of 8,000 returns already received 
gives the following evidence of READERSHIP. 


86.4°%, Read IEN Regularly 
13.0% Read IEN Occasionally 
0.6°/, Read JEN Rarely 
51.8°/, Route Issues to Others 


93.1°/, Use IEN for Finding, Specifying and Buying 
Current Operating Needs. 


DETAILS? Write for the "IEN PLAN." 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 
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buyers look for current re- 
particularly when it costs 


461 Eighth Ave., NYC 
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millinery shop advertisers — 


What a tremendous reader-responsiveness it must take for ONE 
newspaper to support the advertising of 422 retail milliners! Yet, 
that is the record of The Christian Science Monitor! And only 
a single part of the Monitor’s achievement in publishing the 
advertisements of 22,386 retailers! 

The experience of buyers of advertising space in hundreds of 
cities .. . retailers who meet their customers face to face .. . indi- 
cates that The Christian Science Monitor has big potentialities 
for the manufacturer with national or regional distribution. 
Monitor advertising, known to have value to thousands of 


retailers, must have even greater value for your product or . 
service. Ask the nearest Monitor office to tell you about it! = 
THE CHRISTIAN SCIENCE MONITOR F. 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts 
NEW YORK OFFICE: 500 Fifth Avenue - 
OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, “3 
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Fisk Tire Will 
Retain Identity 
and Trademark 


Springfield, Mass., Feb. 29.—Re- 
deeming campaign pledges that 
identity of the Fisk Tire Company 
will be retained despite its sale to 
United States Tire Company, the 
latter today installed in Springfield 
hotel lobbies 60 articulated life-size 
models of the Fisk trademark. At 
the same time, Ned Evans, who re- 
cently replaced Henry Hurd as Fisk 
advertising manager, announced 
that Critchfield & Co., Chicago, will 
continue to handle the account. 

When U. S. Tire was seeking 
proxies for the purchase of Fisk, it 
told both their holders and Spring- 
field business men that the business 
would be continued virtually with- 
out change. Today’s display of the 
yawning boy who has long identified 
advertising and products of the Fisk 
company was by way of final reas- 
surance on this subject. 

The little fellow holding a lighted 
candle is one of the most appealing 
and long-lived trademarks ever 
adopted. He is the creature of Burr 
Griffen, who brought the lad 
life in 1907, 
an 18-year old artist struggling for 


when he himself was | 


a foothold. In the intervening 33 
years, many futile attempts have 
been made to improve on Mr. Grif- 
fen’s handiwork. 
ubstituted for a time, but she 
lacked the universal appeal which 
| made the Fisk boy so popular. On 
another a smile took the 
place of the yawn, but that innova- 
tion, too, was abandoned. 


occasion, 


To Decide | on Hearings 
‘for Patman Bill 


Decision as to whether and when 
hearings will be held on the Pat- 
man chain store tax bill, H. R. 1, 
will be made by the House ways 
and means committee today, March 
4, according to an announcement by 
Chairman Robert L. Doughton last 
week. 

In an attempt to make sure that 
the bill is not sidetracked, Rep. Pat- 
man last week introduced a resolu- 
tion to provide for consideration of 
the bill by the House in case the 
ways and means committee does 
not decide to hold public hearings. 


Potts Advances 


Marvin Potts, a member of Young 
& Rubicam’s art department, 


art department of that agency. He 
joined Young & Rubicam, New 


to| York, in 1937 and the following year 
was transferred to the Chicago of- | 


fice. 


A sleepy girl was | 


| Company, 


la number of states, 


has 
been appointed head of the Chicago | 


Cramer-Krasselt 
Analyzing Markets 


A series of major market studies 
is being made by Cramer-Krasselt 
Milwaukee, which con- 
siders concentration of distributive 
and consumer buying power by 
product groups. It is intended to 


give a more accurate market meas- | 


urement and a more effective basis 
for sales control than has been pos- 
sible heretofore. 

Studies have been completed for 
but it will be 
everal months before they are in 
final form. 


Silex Appoints Hendon 


Claude J. Hendon, manager of the 
small appliance and fan division of 
General Electric Company, Bridge- 
port, Conn., for the past five years, 
has been made a director of the Si- 
lex Company, Hartford, Conn., and 
will be appointed vice-president and 
sales manager. Batten, Barton, 
Durstine & Osborn, New York, will 
handle advertising. 


Little Leaves 
Lord & Thomas 


H. G. Little, vice-president of 
Lord & Thomas, Chicago, has sev- 
ered his 20-year connection with 
that agency, where he was working 
on the Frigidaire account. 

Mr. Little has announced no plans 


| for the future. 


* WTAM’s 50,000 Watts Power that gives | 


- tisers a firm footing in the 


wo _ THE ANSWER is... a// these 
_ forces work together to make — 
_ WTAM an efficient, economical 4 
. —— of SALES. WTAM 


families of the rich Northern | 
Ohio Market. *It usually has as_— 
many daytime listeners as all — 


land trading area? 


Or is it WTAM’s prestige in 1,253,600 Radio homes? _ 
Or WTAM’s Red Network (best by all polls) Pro- — 


¢ 


> 


- grams... or its clear (no interference day or night) — 
channel? Which one of these tremendous fc 


WTAM 


CLEVELAND 


" _ other Cleveland Stations ‘put — 


ta ainuroays of Cleveland adentco:ingident be 


— i 


and January, 1939. 


" napeeted National by NBC SPOT als Oens 


en ReaD 


Income, Mortgage 
Questions to 
Stay in Census 


Washington, D. C., Feb. 29.—It 
appeared here today that an effort 
of a Republican minority in both 
| House and Senate to force changes 
in the questionnaires of the Census 
Bureau to eliminate the questions 
|on family and personal income, 
| mortgaged property and other items 

which are of wide importance to 
advertisers and marketers, would 
be unsuccessful. 

Controversy over what Republi- 
|ecans characterized as “snooping” 
|and “prying into private affairs” 
reached its climax on Monday when 
the House passed a deficiency ap- 
propriation bill carrying a $5,000,- 
000 appropriation for the special 
census of housing which will be 
taken in connection with the 1940 
census. 

Chiefly under fire were provisions 
calling for severe penalties against 
people who would object to answer- 
ing questions on personal and fam- 
ily income and on their real estate 
holdings. 


Hawkes to East 

Kirby Hawkes has resigned as 
radio director of Blackett-Sample- 
Hummert, Inc., Chicago, to join 
Benton & Bowles, New York, in 
charge of daytime programs. 


Prezebel to B. & H. 

| Dick Prezelbel, formerly with the 
art department of Fuller & Smith & 
Ross Inc., Cleveland, has _ been 
;}named art director of the Kansas 
| City office of Beaumont & Hohman. 


Wilson Joins “Newsweek” 


Lee Wilson, manager of the New 
York office of W. F. Hall Company, 
magazine and _ periodical printer, 
has joined Newsweek as production 
manager. 


Lee Joins Ellis 


Harold F. Lee, formerly with the 
sales department of General Sea- 
foods, has joined A. W. Ellis Com- 
pany, Boston agency, as account 
executive. 


———— 


esas Will Direct 
Race for Governor 


Kelly, Stuhlman & Zahrndt, Inc.. 
Mart bldg., St. Louis, has been ap- 
pointed to direct the campaign of 
Lawrence McDaniel for the Demo- 
cratic nomination for governor of 
Missouri at the Aug. 6 primary, 
Newspapers, radio, posters, direct- 
mail and incidental media will be 
used. 

Virgil A. Kelly is the account ex- 
ecutive and state director of th: 
campaign publicity. 


“Record” to Publish 
“South’s Resources” 


A special publication of m« 
than 100 pages, entitled “Th 
South’s Resources,” will be issued 
by Manufacturers Record, Balti- 
more, along with its regular May or 
June issue. The book will print 
facts, figures and information re- 
garding the industrial advantages 
of Southern states. 

Sixteen states will be portrayed 
in map form and also by accom- 
panying articles, showing what each 
state has to offer diversified lines 
of industry. 


Adds Ventilator Account 


Carr Liggett, Cleveland, who has 
been handling advertising of the 
steam specialties division of the 
Swartwout Company, Cleveland, 
has also been awarded the ventila- 
tor division. Business papers and 
direct mail will be used. 


Announces Trade-In 

| Warren Telechron Company, Ash- 
| land, Mass., announced a new dollar 
trade-in policy, applicable toward 
purchase of a Sparkler alarm clock 
listed at $5.95, in the Feb. 24 issue 
of The Saturday Evening Post. A 
silent salesman display is given 
dealers with merchandise. 


Admen Elect 


Loren Rieman, advertising man- 
ager of the Republic, Yakima, 
Wash., has been elected president 
of the Pacific Northwest Advertis- 
ing Executives Association, suc- 
ceeding Norris Inveen, national ad- 
vertising manager of the Tacoma 
News Tribune. R. M. Anderson of 
the News, Longview, Wash., was 
elected secretary. 


through 
INTERNATIONAL 


The list of magazines dis- 
tributed by the International 
Circulation Company is pur- 
posely restricted. In under- 
taking new commitments 
we limit ourselves to a selec- 
ted few publications, assuring 
each the same executive at- 


tention which has been re- 


This policy is explained in 


7 ' G ;, 
These Prominent Magazines aie 


Distributed Independently 


Cosmopolitan 

Good Housekeeping 
Aviation 
Better Homes & Gardens 


Crime Confessions 


Ace Comics 


Crime Detective 
Harper's Bazaar 
House Beautiful 
King Comics Magic Comics 
Miracle Comics 
Motor Boating 
Screenland 
Sports Afield 


Sunday Mirror 


Silver Screen 


Town & Country 


sponsible for the increased newsstand sales of magazines 


distributed independently under International sponsorship. 


“The Story of Independent Distribu- 


tion” which presents a concise account of the successful results 


obtained by distributing under the independent method through 
the International Circulation Company and its 683 wholesale 
agents. A copy of this presentation will be sent to publishing 


executives upon request. 


INTERNATIONAL CIRCULATION COMPANY, Inc. 
Distributors for Hearst Magazines Inc., and other publishers 


} 


57th Street at 8th Avenue 


HARRY J. STRICKLER, Sales Manager 


. New York, N.Y: 
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In the doghouse... 


IS THAT YOU IN THERE—OR US? Well, let’s talk it 
over. 


We apologize for getting sore when you went for that 
big glamour buy in “novelty ads.” We were just a little 
bit jealous, maybe. 


And we’re sorry we lost patience when you showed 
such an interest in radio. We should have known you 
weren’t serious. 


At least we’re glad to know you didn’t run out on 


us completely or get rough and beat us to a pulp. 
AND THAT’S HOW IT GOES. 


A lot of advertisers are making up with Mrs. Steady 
Customer again. They realize she’s good and faithful 
and respectable. She does the workaday buying for the 
home. They need her. 


And she needs you, too. That’s one reason why she 
reads GOOD HOUSEKEEPING every month—over two mil- 
lion strong. She wants buying advice. 


Good Housekeeping 


(A whole year on a full page in over 
two million Good Housekeeping homes 


costs you only 3.4¢ per year per family) A 
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In Washington 
We've Been Calling It 


JINGLE MONEY 


It’s nice to see that others are beginning to talk 
about the importance of customers with a little extra 
money. Down here in Washington we’ve been call- 
ing it “jingle money”—what’s left jingling in your 


pocket after all the “must” bills are paid. 


It’s that comforting jingle that makes a buyer out 
of a wisher. When the voice of sales resistance says, 
“Put it off... You don’t need it... You can get by 
without it,” that jingle-jingle-jingle sings out, “Go 


ahead—you can afford it!” 


We have sharp ears at The Washington Post, sta- 


tistical ears that pick out the jingle-money families 
all over town. That’s why Washington Post circu- 
lation can be—and has been—planned in its place- 
“se ment. That’s why The Post can give you more sales 


per advertising dollar. Which, in turn, is why The 


Post is having such nice linage gains, thank you! 


Washington's Home Morning Newspaper 


Osborn, Scolaro, Meeker & Co. George D. Close, Inc. 


250 Juniors Told 
How to Succeed 
in Advertising 


Los Angeles, Feb. 26.—A formula 
for success in advertising was pre- 
|sented to 250 young men and 
/ women Saturday following the sec- 
|ond annual conference of the Junior 
Pacific Advertising Clubs Associa- 
|tion. Formulated by Dr. W. Ballen- 
tine Henley, director of coordina- 
tion, University of Southern Cali- 
fornia, the requirements are as 
follows: 

1, Ability to think; 2, sales instinct 

and the ability to sell through the 
written or oral statement; 3, some- 
| thing to give; 4, physical ability, 
poise and alertness: 5, the plain 
mechanics: good English, typing, 
shorthand, public speaking and 
| similar assets. 

Members of the quiz panel who 
contributed to this ultimate sum- 
mary were Don Belding, vice-presi- 
dent, Lord & Thomas; Lulu E. 
Eckels, agency head; Stewart K. 
Widdess, advertising manager, J. W. 
Robinson Company; Leo B. Tyson, 
vice-president, Station KMPC; 
| Walter G. Pfaffenberger, advertising 
manager, Los Angeles Times; How- 
ard McKay, sales manager, Foster 
& Kleiser Company; Terrell T. Mc- 
Carty, president, McCarty Advertis- 
ing Company, and Eric Smith, sales 
manager, Burroughs, Inc. 


Advice from Experts 


Mr. Tyson said that the battle is 
| half won when the young man or 
| woman has established a goal. 
| Mr. Belding took the viewpoint 
ithat sales sense, ideas, ability to 
write, and enthusiasm are the four 
most important requisites for adver- 
tising success. The first is probably 
foremost, since the young person 
possessing it can usually sell himself 
to an agency or manufacturer. 

Mrs. Eckels said that the battle 
of sexes is largely a myth, and that 
the efficient girl can progress just 
as rapidly as the boy of the same 
ability. She contended that lack of 
opportunity is too often due to lack 
of preparation, and said that confi- 
dence and courage, as well as other 
traits, are essential to success. 


Display Direct Mail 

The 50 direct mail leaders of 1939 
will be on display at the Bal 
Tabarin of the Sherman Hotel, Chi- 
cago, March 6, from 11 a. m. to 5 
p.m. The Direct Mail Club of Chi- 
cago will hold an open forum in the 
room at noon, with men responsi- 
ble for Chicago’s best direct mail 
campaigns on the platform. 


a 


Carpenter Asks 
‘Pot of Gold’ 


in Radio Suit 


Albany, N. Y., Feb. 29.—The 
harassing fire directed against the 
“Pot of Gold” broadcast of Lewis. 
Howe Company, Kansas City, for 
Tums, became more intensive this 
week as Station WDAF, Kansas 
City, refused to carry the program 
hereafter, and a local carpenter 
took steps to prosecute a suit re. 
cently filed. The Kansas City Star 
operates WDAF. 

The carpenter, Cornelius C. Du- 
mont, seeks $900 from Tums for 
alleged negligence. He _ received 
$100 when his number was called 
and the telephone went unanswered, 
and the $900 represents the differ- 
ence between that sum and the 
$1,000 which is awarded when the 
winner is at home. 

It all started, the carpenter’s suit 
alleges, when his telephone number 
was changed from 4-6097 to 8-345], 
The master of ceremonies in charge 
of the program, he reckons, got hold 
of an old telephone book, and thus 
Mr. Dumont’s telephone never actu- 
ally rang, though he was at home 
waiting. He charges that this was 
gross carelessness and demands his 
$900. 

Dumont’s attorney has anticipated 
a favorable verdict by securing a 
warrant of attachment which wil] 
permit the sheriff to levy on a sum 
of money due the defendant from 
a local merchant. This is a neces- 
sary preliminary step, inasmuc! 
the defendant is an out-of-state 
poration. 


Spring-Air Schedules 
Advertising Campaign 

Spring-Air Company, Holland, 
Mich., mattress maker, has sched- 
uled a newspaper and magazine ad- 
vertising campaign, using a series of 
400 and 560-line advertisements, 
with 1,000 line space spotted at the 
height of the spring mattress buy- 
ing season. Eighteen newspapers in 
16 major cities will be used. Four 
magazines also are scheduled. 

Campaigns already are scheduled 
to appear in Chicago, Atlanta, Al- 
bany, Boston, Kansas City, Bing- 
hamton, Utica, Buffalo, Detroit, 
Greenville and Columbia, S. C,, 
Philadelphia, Dallas, New York, 
St. Louis and Springfield, Ill. Simi- 
lar campaigns running from 2,400 
to 5,000 lines, depending on the mar- 
ket, are being planned for 15 addi- 
tional markets. 


KVOE in New Offices 

KVOE, Santa Ana, Cal., affiliate 
of the Mutual Don Lee Broadcast- 
ing System, has moved to new quar- 
ters in the Alliance Mutual Life In- 
surance Company bldg., Santa Ana, 
Calif. 


Announcung a 


streamlined for selling, enters 


at no extra cost. 


without obligation, of course. 


“Poultru’s Golden States.” 


Merchandising Serwice thru 
Rural DEALER Item 


| FOR FARM PAPER ADVERTISERS 
© A NEW DEALER PUBLICATION for modern merchandising. 


Poultry Item advertisers can merchandise their advertising and 
sales story to thousands of selected dealers of all types in the 
richest poultry territory in America, “Poultry’s Golden States”* 


® RURAL DEALER ITEM is an exclusive merchandising and 
sales promotion service originated by Poultry Item, Sellersville. 
Pa., and designed to help adve 
prove dealer good will, and PROMOTE SALES. 
@ GET COMPLETE DETAILS. Find out how RURAL DEALER 
ITEM can fit into your advertising and sales plans. 
CALL, WRITE OR WIRE 


for full information on the newest thing in farm publication- 


* 70% of the circulation of Poultry Item is concentrated in the thirt« 
states east and north of Ohio, the richest poultry territory in the worl 


Midwest Representative 
Cc. F. MEGELIN CO. 
123 West Madison Street 
Chicago, Ill.—Randolph 4780 


POULTRY ITEM 


S. L. ALTHOUSE, EDITOR 
SELLERSVILLE e MEMBER ABC . PENNSYLVANIA 


Ylew, NO COST 


the poultryfarm field. Now. 


rtisers increase distribution, im- 
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© THERE’S a gold mine down in Georgia 
that has been worked continuously for 
more than a century. 

Yet recently,an entirely new vein was 


INAGOLD MINE 2.20222. 
where since the famous Comstock Lode! 
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We think there’s a moral in this news 
for advertisers and advertising agencies. 
No matter how long a good product 
has been around, proper prospecting 
and digging may find in it a new and 
unsuspected vein of gold. 
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NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + HOLLYWOOD + MONTREAL * TORONTO 
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Tourist Trade Gains 

Tourist trade in Georgia in 1939 
was 7 per cent greater than in 1938 
and 12 per cent greater than in 
1937, according to the travel bureau 
of the United States Department of 
the Interior. Although tourists 
spend more time and money in 
Florida, according to the bureau, 
Georgia registers more tourists, be- 
cause, in addition to its own tourist 
trade, most of the tourists going to 
Florida also pass through the state. 


Sun Oil Will 
Study Motorist 
in Laboratory’ 


Reversal of Policy on 
Station Operation An- 
nounced by Pew 


Carl Kulberg Shifted 


Carl Kulberg, formerly assistant | 


‘ > - - | Wil: : ie ‘a ‘ ¢ 

to the president of Crowell-Collier | Philadelphia, Feb. 28.—In an- 
Publishing Company, New York,|nouncing a reversal of the recent 
has been named Detroit representa-| policy of leasing service stations, 


tive of Woman’s Home Companion.|J. Howard Pew, president of Sun 
Last year he was loaned by Crowell | Oil Company, told stockholders this 
rd heen peg rece Grocery —. |week that some retail outlets will 
ast aro erica as coordinator eZ 

acturers OF America as coordinator) he used both as training schools 
of its “Parade of Progress” promo- | 
tion |for salesmen, and as sales labora- 


|/tories which will reveal what and 
| how the motorist wants to buy. 
“Several years ago, when some 
states imposed punitive taxes on 
chain stores,’ Mr. Pew said in his 
annual report, “the threat of such 
legislation spreading caused most oil 
companies, including your own, to 
discontinue operating company sta- 
tions. Practically all stations owned 
| by the company were leased out to 
| independent operators. 
| “We believe now that this move 
| was perhaps unduly hasty; anti- 
| chain legislation has not increased 
is was feared, and so in service 


: * he 
te 4 


ane <4 
station operation we have adopted 
| a new policy which we believe will 
solve some problems of retail dis- 
| tribution that in recent years have 
been particularly difficult.” 


Serve Dual Purpose 


| Mr. Pew said that motorists’ re- 
quirements offer profit opportunities 
in the sale of many products aside 
from gas and oil, and accordingly 
service stations must be converted 
into merchandising and_= service 
centers. Many men who are com- 
petent to dispense oil and gasoline 
are untrained for the more varied 


KAUFMANN & FABRY CO 


TELEPHONE * 


HARRISON 3135 


activities of the integrated service 


station. 

“Accordingly,” he said, “we are 
planning to set up a considerable 
number of such stations as training 
schools. In them, dealers will be 
given the necessary training in mer- 
chandising, service and manage- 
ment, equipping them to handle 
profitably the motorists’ supplies 
and to render the widest range of 
service. 

“These model stations also serve 
as sales laboratories, to show by ex- 
perience and experiment what the 
motorist wants to buy and how to 
| make it most effectively appeal to 
him. These training stations will 
|be so distributed throughout our 
|territory as to make the training 
| convenient to employes and dealers 
}in all sections.” 

Sun Oil Company’s net profit was 
$6,959,677 in 1939. ‘This compares 
with taxes of $36,656,000, which 
amounted to one-third of all costs, 
and which exceeded the payroll of 
$31,941,000 for 15,575 employes. 


Endorsements Feature 
New G-E Sales Manual 


A page of “endorsements” by 
advertising and sales publications is 
the introduction to a new 20-page 
“Appliance Sales Manual” just 
being released to dealers and sales- 
men by the General Electric Com- 
pany. 

Many illustrations are used in 
driving home the tested ways of 
selling electric appliances. 


‘Maytham Joins B-S-H 
Lincoln Maytham, who has been 
or. the Western staff of The Satur- 
day Evening Post for 12 years, will 
become account executive with 
Blackett - Sample - Hummert, Inc., 
Chicago, effective March 15. 


Joins Lennen Agency 


Hawley Turner has joined Lennen 
& Mitchell, New York, as vice-presi- 
dent. He was formerly with Hearst 
Newspapers on the Pacific Coast and 
later in New York where he was in 
charge of Comic Weekly. 


The 
COTLZENS « SOUTHERN NATIONAL BANK 


The South's newest important industry, 
in this full-page newspaper copy in Sa- 


vannah for Citizens & Southern National 
Bank. 


production of newsprint, gets a send-off | 


To Make Records 


Music Box is the brand name of 
a new phonograph record being 
produced by a subsidiary of Rab- 
sons, Inc., retail outlet in New York 
City. Lester A. Loeb advertising 


campaign running in_ Esquire, 
Mademoiselle, The New Yorker, 
New York Times and other publi- 
j}cations. Ernie Anderson, formerly 
with Macfadden Publications, Inc., 
}is supervising recording. 


Joins Owens-Illinois 

Carl U. Fauster, who has been 
manager of media and account 
executive with United States Ad- 
vertising Corporation since 1935, 
has joined the advertising division 
of Owens-Illinois Glass Company 
to handle advertising and merchan- 
dising for the Libbey Glass Com- 
pany, a subsidiary. Mr. Fauster 
was assistant to the advertising 
manager of Owens-Illinois from 


1930 to 1935. 


ee 


Quick Drying. 
Cold Set Ink 
Put on Market 


New York, Feb. 29.—Promise of 
higher speed and greater clarity in 
printing was seen this week in the 
development of a new type printey’s 
ink which has the unusual char- 
acteristic form and hardness of 
coal. 

The unusual ink was first re- 
vealed to a meeting of the Techni 
Association of the Paper and Pulp 
Industry in a report by Frank 
Bryer, chemical engineer. Quick 
drying is the ink’s chief quality, 
which is accomplished not by hea: 
but, reversely, by “cold,” since he: 
is used to keep it fluid and 
“freezes” instantly at room _ tem- 
| perature. 

To keep the ink flowing, both 
and the type are kept hot by wate 
which is almost at the boiling point 
circulating in contact with § thy: 
fountain and type rollers. 

The new ink, and the accompany - 
ing heating-cooling printing proc: 
|/under which it is used, called th 
Velo cold set printing process, ar: 
being merchandised by J. M. Hubs 
‘Inc. The process is the invention 
|of Walter Huber of this printing ink 
| company. 


agency is handling the advertising | 


Aberle Names Golovin 


| Willard B. Golovin, Inc., New 
| York, has been appointed advertis- 
|ing agency for Aberle, Inc., Phila- 
delphia and New York, manufac- 
/turer of women’s silk hosiery. Cla 
magazines, direct mail and co- 
operative newspaper advertising 
will be used. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Complete copy supplied for U. S. and 
foreign countries—Astronomical Calcula- 
tions, Weather Forecasts, Astrological | 
Readings, Planting Tables, Fishing Calen- 
dars, etc. 


BERLIN HART WRIGHT, Penn Yan, N. Y. 
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OFFICIAL 


ACTUAL 


INTIMATE 


DETECTIVE STORIES UNIT 


DETECTIVE STORIES 
DETECTIVE STORIES 


DETECTIVE STORIES 


this guarantee will be raised from 525,000 to 625,000—an increase of 
100,000 active readers to give DETECTIVE STORIES UNIT first call 
from advertisers who want to reach a virile market of concentrated 


interest and proven potentiality. DETECTIVE STORIES UNIT is first 


in its field all along the advertising line: 


Vv FIRST in its total unit guaranteed circulation of 625,000— 
\ Vv FIRST in its newsstand sales of 98°, — 
\\ Vv FIRST in its large page size of 680 lines— 


v FIRST in its mechanical production in color and black and 


white letterpress and rotogravure— 


625,000 CIRCULATION GUARANTEED—$2 PER PAGE PER THOUSAND 


There is no more profitable buy! 


SKILLFULLY EDITED + LAVISHLY ILLUSTRATED « EXPERTLY PRODUCED IN 
BLACK AND WHITE AND COLOR LETTERPRESS AND ROTOGRAVURE 


New Rate Cards, based on the new guarantee are now avatlable! 


Special information will be supplied on application to 


M.L.A. PUBLICATIONS 


Offices of Advertising Representatives: 551 FIFTH AVENUE, NEW YORK CITY 


CHICAGO — 731 Plymouth Court 


SAN FRANCISCO — Mills Building 


LOS ANGELES — Western Pacific Builc "8 


em, 


{ 


i 


on 625,000 PLUS PROSPECTS in a PLUS FIELD! 


The overwhelming welcome to the new DETECTIVE STORIES UNIT 


makes possible a bigger circulation guarantee. Effective June 1, 1940, 
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AN EXHIBIT OF THE WORK OF 


CHICAGO DESIGNERS 


THIS WELL KNOWN GROUP recently held their first annual exhibit at Art Center, Chicago. So much 
favorable comment was received from not only home-towners, but numerous out-of-town visitors, that at 
our suggestion, the group has prepared a traveling exhibition of about 150 pieces. These subjects are all 
on uniform mounts sized 15 x 20 inches. Also included are bound copies of the present and past volumes 
of the famous book “27” annually published by the group. We are sponsoring this show because we like 


what the ‘“27" group stand for—live and progressive action that for the past four years has made the 


advertising art world sit up and take notice. Yes sir, we like artists. They are certainly essential to engravers, 


and engravers are quite essential to artists. We are proud to say we made quite a few of the photo- 


engravings used in their four annual books. 


Advertising clubs or similar groups are invited to write to us giving approximate dates 


when they would like to have this exhibit to show in their own cities. 


COLLINS, MILLER & HUTCHINGS, inc. 


PHOTO-ENGRAVERS - 207 NORTH MICHIGAN AVENUE: CHICAGO 
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Population Growth in the South 


Economists and marketers have 
been discussing the gradual decline 
in the rate of population increase 
in the United States, and the prob- 
ability that it will be stabilized in 
the next twenty-five or thirty years. 
The changing character of the pop- 
ulation, with a larger percentage of 
older people and a smaller percen- 
tage of younger, has also engaged 
their attention, in view of the rad- 
ical changes in the marketing situ- 
ation which this will entail. 

A refreshing note in the some- 
what pessimistic outlook based on 
the population trend is supplied by 
Gen. Robert E. Wood, chairman of 
the board of Sears, Roebuck & Co., 
whose thoughts on this subject are 


included in the recently published | 


volume, “The New Outlook in 
Business.”” Gen. Wood feels that 
regardless of the slowing down of 
the rate of increase in the popula- 
tion of the United States as a whole, 
the South will continue to expand, 
in view of its economic possibilities 
and the substantial industrial de- 
velopments now under way south of 
the Mason and Dixon line. 
of his opportunity to study the buy- 
ing power of American consumers 
as the head of the world’s largest 
retailing organization, these com- 
ments of Gen. Wood are particu- 
larly interesting and significant. 
Referring to the trend of popula- 
tion growth in the United States in 


Because | 


j general, Gen. Wood insists that the 
South is probably an exception. 

“Today fourteen Sputhern and 
border states, with approximately 
30 per cent of the total population 
of the country,” he says, “are con- 
tributing about 50 per cent of the 
national population growth. 

“Contrary to popular impressions, 
the Southern white is increasing at 
a much more rapid rate than the 
Southern negro. 

“If the South continues to attract 
industry, to hold its young people 
from migrating northward, to di- 
|versify its agriculture, it will make 
the greatest gains of any section in 
economic and political power. The 
census of 1940 will probably show 
that the rate of growth for South- 
ern cities is now far more rapid 
than for most Northern and Mid- 
western cities.” 

Gen. Wood's 


optimism regard- 


trial opportunities is shared by 
most observers who have had a first- 
hand opportunity to 
going on in many parts of the South. 
With remarkable natural resources, 
plus native intelligence and enter- 
prise, there is no reason why the 
South should not continue to be a 
bright spot in the national economic 
picture, and to offset to a consid- 


ing Southern economic and indus- | 


see what is 


SOMEONE ALWAYS COMPLAINS 


—- bag 


"Okay, so tell the Better Business Bureau on me!" 
Ad-libbi 
-li ing 
eens + eae 
More About Perfume |this: “Referring to your tumble- 


There seems to be a bit of rivalry 
| between the Daily Northwestern, 
| Oshkosh, Wis., and the Milwaukee 
| News-Sentinel regarding the ques- 
tion of perfumed advertisements. 
Not long ago the Sentinel carried an 
ad heralded as the first in the city 
making use of perfumed ink. All of 
which reminded the Daily North- 
western that it had originated this 
now-popular custom as long ago as 
| 1902 in an ad for a local drug store. 
In deference to its rival, the Daily 
Northwestern admitted that the 
1902 perfume had been sprayed onto 
individual copies with an atomizer 
instead of being mixed with ink 


‘Remington Tells 

Those who recall the alleged plots 
and counterplots in munitions sales 
attributed to Sir Basil Zaharov 
during the last World War will be 
|relieved to know that such things 


erable degree the tendency toward | aren't going on now, at least with 
stabilization evident in some of the respect to one American company, 


more fully developed regions. 


Information for Buyers 


The National Association of 
Broadcasters has recently published 
a report of a survey of sales or- 
ganizations and methods employed 
by a group of broadcasting stations 
in various parts of the country. One 
of the features emphasized in this 
study was the small number of sta- 
tions with adequate facilities for 
promotion. It was indicated that 
greater emphasis will be placed on 
the development of this function in 
the near future. 

Conditions in the broadcasting 
industry are probably not much dif- 
ferent from those which exist 
among other groups of advertising 
media. The subject is of interest 
not only to the individual medium 
concerned with increasing its pres- 
tige, acceptance and volume of 
business, but also to buyers of ad- 
vertising time, and service. 
Intelligent promotion is primarily a 
service of information to the buyer, 
enabling him to assemble facts on 
markets and media and to evaluate 
them in of the most profit- 
able distribution of ad- 
vertising effort 


space 


+ Y) 
verms 


sales and 


There is no doubt that 


tion, with specific objectives in 


view, has enabled individual media 
| 


in all fields to progress at a much 
more rapid rate than their compe- 
titors. While this may mean that 
the buyer employs service which 
may not be more effective than is 
available elsewhere, his greater 
knowledge and familiarity with it 
undoubtedly enable him to use its 
facilities to the best possible advan- 
tage. 

Advertising promotion is still a 
relatively new profession, but it has 
already attracted some of the finest 
talent in the entire field of adver- 
tising and merchandising. Media 
executives should realize, however, 
that promotion is a major function, 
and that it is not possible to develop 
a program capable of interpreting 
the medium to the buyer in the 
right way without supplying direc- 
tion which is both able and experi- 
enced The promotion manager 
should be more than an appendage 
of the sales department: he should 
|be able to lead as well as to follow. 


intelli- | 
gently planned, long range promo- | 


| Remington Arms. In its annual re- 
| port issued last week, Remington 
| made this interesting comment: 

“Export sales of commercial prod- 
ucts, which constitute only a small 
portion of the company’s total busi- 
ness, were less than in 1938 due 
principally to exchange and import 
restrictions. 

“No military firearms were manu- 
factured or sold during 1939, and 
sales of military ammunition, which 
in recent years have represented 
only a small portion of the com- 
pany’s business, decreased from the 
previous year.” 


How to Sell 
Our correspondent didn’t say 
when this want-ad appeared, but 


for future information of copywrit- 
ers in the classified columns here it 
is from the venerable New York 
Herald Tribune: 
“Tumbledown house 
for sale in Litchfield, Conn. Two 
miles from town. No babbling 
brook. Extensive grounds for push- 
ing lawnmower. Bad golf, shooting, 
fishing, etc. Twelve acres enclosed 
by horse fence adjoining hunt club. 
Dump near house, with skunks, 
rabbits and field mice rattling all 
around. Approximately 30 apple 
trees. General Electric oil burner. 
Price 


on hilltop 


Domestic problems terrible. 
$29,000.” 

Naturally the ad scored a terrific 
success. One of the inquiries was 


down house advertisement, I have 
always disliked the country. I find 
the detailed description of your 
property irresistible. One of my 
reasons for disliking the country is 
a deep-rooted aversion to week-end 
guests. Obviously, this problem 
would be entirely eliminated. I 
should like to inspect your property 
at my convenience, when you can 
assure me that the skunks will be 
there and you will be out.” 
Cities Losing Out 

O. E. Baker, senior agricultural 
economist of the United States De- 
partment of Agriculture, told the 
International Council of Religious 
Education a couple of weeks ago 
that paganism threatens cities with 
death. This modern, urban, pagan- 
istic culture “is failing to provide 
for the reproduction of the race,” he 
| said. “The more rapidly this urban 
|culture spreads among the rural 
| people, the more rapid will be the 
| decline in the nation’s population a 
| few decades hence. At the present 
rate urban births will decline about 
two-thirds in a century For 
three quarters of a century the cities 
have been draining the farms of 
their youth, but a high rural birth 
rate has kept the human supply re- 
plenished. With urban ideas pene- 
trating rural areas, a sharp decline 
in the rural birth rate threatens, in 
turn shutting off migration from 
country to city.” 


It's a Gift 


Out in Salt Lake City they have 
parking meters on downtown streets. 
This fact has been used by Allen 
Oil Company, a chain of gas sta- 
tions, to promotional advantage. 
Motorists are fined one cent for 
each 12 minutes over an hour, but 
a man from Allen tours the streets 
with a pocketful of pennies. When- 
ever he finds a car parked “on bor- 
rowed time,” he drops a penny and 
leaves his card. Results are said 
to be highly satisfactory in the way 
of increased patronage 


Jottings 


McCann-Erickson justifiably gives 
itself a modest pat on the back with 
a brochure telling how it produces 
those prize winning posters. . 

The American Snuff Company | 
sneezed itself into a net profit of 
$1,536,635 in 1939, 
1938 


| 
| 


a bit off fromjonly to national advertisers and 


se 59S 
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Information 
for 
Advertisers 


The following documents may be 
| secured without charge from com- 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any national! 
advertiser or advertising agen 
executive writing on his busin 
letterhead. 


No. 1600. How to Get the Most Ou: 
of Your Advertising Dollar. 

The National Research Bure 
has issued this study which pro- 
vides factual data on newspaps 
'and their use, and discusses, unde: 
various headings, such subjects 
the five emotional instincts and re- 
actions to the use of various ap- 
peals, copy, layout, use and resul! 
of color, and helps on direct mai! 


| No. 1601. Farm Income, by Stat: 

Cash farm income and govern- 
ment payments for the year 1939 
are tabulated in this folder issued 
by The Farmer-Stockman. The fig- 
/ures indicate a bright outlook re- 
garding farm buying power fo! 
Oklahoma and Texas. 


| No, 1598. 
Too. 

In this new folder, Tourist Court 
Journal tells about the market fi 
foods and equipment provided by, 


The Tourist Must Eat, 


the 9,400 tourist court cafes and 
coffee shops which feed 480,340 
‘customers a day. In addition ¢ 


| statistics on the operation of thes: 
eating places, and a list of items 
purchased by them, the folder tells 
about the Journal’s three-part mer- 
chandising program. 


No. 1596. WCOA Market Data. 
Facts about Pensacola. and 
WCOA'’s coverage are offered in this 
booklet issued by John H. Perry 
Associates. Listener surveys and a 
breakdown of mail response are re- 
corded, with information on rates 
and merchandising cooperation. 


No. 1594. 
ket. 
This brochure, prepared by Jolin 
W. Cullen Company, tells all about 
the Ohio Select List of non-metro- 
politan newspapers. It covers pop 
ulation, sales, and farming and in- 
dustrial activity for the state as a 
whole, and then gives the Ohio Se- 
lect List’s markets alphabetically 
page by page, with maps and data 
on the newspaper in each area 
Available without charge only to 
national advertisers and recognized 
advertising agencies. 


No. 1597. A Study 
Town Market. 


In preparation for this study, rep- 
resentatives of Grit Publishing 
Company spent nearly a week in 
each of five small towns in five dif- 
ferent states, analyzing local con- 
ditions, industries, sales and mer- 
chandising methods. The findings 
in this illustrated brochure, which 
has just been issued by Grit, pro- 
vide some interesting facts. 


No. 1583. Providence Market Data 


The Providence Journal-Bulleti: 
has issued this data book on Rhode 
Island and the Providence marke! 
dealing with people, homes, income, 
manufacturing, etc. There is 
breakdown of newspaper coverage 
and a reader survey with graphs 
showing reader interest, page ) 
page, for specified issues of th 
Sunday Journal and evening B"'!- 
letin. 


No. 1579. The 
Market Book. 
An impressive job has been cone 
by The American Home in t's 
market book which defines «nd 
maps 94 metropolitan districts of 
the country and their retail shop- 
ping areas. Each district carries @ 
tabulation of population, re‘ 


Ohio’s Small City Mar- 


of the Small 


American Home 


sales, buying power and homes 
with a specially prepared ™4® 
which correlates the data. Th 


> 


book is available without chars 


their advertising agencies. 
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NAB Plans New 
Unit Measure 
of Radio Sales 


Broadcasters to Hold 
Annual Meeting in San 
Francisco Aug. 4-7 


Washington, D. C., Feb. 28.—The 
board of directors of the National 
Association of Broadcasters has set 
the NAB convention for Aug. 4-7 

San Francisco. The board, in 
session here, also approved several 
proposals which have been under 
discussion for some time, among 
which are: 

1. The development of a_ unit 
plan for the measurement of radio 
advertising and various classifica- 
tions thereof in local markets, de- 
signed to take the place of dollar 
volume measurements, which the 
board abandoned some time ago. 
In the past few months a new unit 
plan has been under development 
by the NAB research department 
and the bureau of radio advertising. 
With the board’s approval this will 
be brought to completion and will 
be presented to the board for final 
consideration at its next meeting. 

2. A national survey of children’s 
programs, jointly sponsored by the 
NAB and the newly-formed radio 
council on children’s programs. 
Representatives of the council will 
visit stations, advertisers, program 
builders and women’s groups in 44 
states in the next eight months. 
Information uncovered will be made 
available to stations, sponsors and 
program-building agencies. 


Plan Public Relations 


3. A coordinated industry - wide 
effort to inform the listening public 
of improvements to be expected in 
the switch-over of stations called 
for in the reallocations to be made 
this year in conformity with the 
Havana treaty. As soon as definite 
instructions are received from the 
commission, NAB headquarters will 
proceed with its plans to assist in 
an orderly switch-over which will 


prevent listener confusion and loss 
of audience. 

4. The development of a consum- | 
er-relations program in cooperation | 
with representative industries and 
business groups. 

5. Development of an_ institu- | 
tional campaign during the presi- | 
dential election year, around the 
theme “Listen Before You Vote.” 

6. Establishment of a new sched- 


DOES 08 
sae MUA] 


REACH THE MAN 
YOUR SALESMEN 


SEE first ? 


Smart salesmen call first on 
the Purchasing Executive. They 
know that in today’s scheme of 
things. he alone determines the f 
brand bought in many of indus- as 
try’s purchases! B} 

Make sure the Purchasing e 
Executive welcomes — instead of 
resists — your product. Tell him |¥ 
its merits through PurcHAsING 

. his only national magazine. 
which covers every centralized 
purchasing unit in the U. 8.! 
Full facts from Conover - Mast 
Corporation, 205 East 42nd 
Mreet. New York ( ity: $33 
N. Michigan Avenue, Chicago. 


PURCHASING 


Reod By The Men Whese Job Is BUYING 


ule of dues to apply to associate 
members. 

The board also gave its approval 
to the report of Neville Miller, presi- 
dent of the NAB, in which he 
pointed out that 260 stations have 
sent in checks totaling $1,159,467.50 
and have signed license agreements 
in support of Broadcast Music, Inc. 
Ultimately the board hopes to have 
400 stations enrolled with contri- 
butions of $1,500,000. 


Names Lawrence 
Kern Food Products Company 


and Charcoal & Industrial Carbons, | pointed 


Inc., both of Los Angeles, have 


appointed the Lawrence Company, | 


Los Angeles, to direct their adver- 


tising. Charcoal & Industrial Car- | 


bons, Inc., will use farm and poultry 
publications. 


Pick Edward Wood 


for Sales Manager 
of Mutual System 


| Chicago, Feb. 28.—Plans for de- 


ing System advanced another stage 
|here at a meeting of members and 
|shareholders when time member 


| : 

/contracts were ratified and share- | 
| 

accepted, and | 


| holders’ agreements 
|Edward W. Wood, Jr., sales man- 
lager of WGN, Chicago, was ap- 
sales manager for the 
entire network, a post previously 
unfilled. His headquarters will be in 
New York. 

Mr. Wood has been a member of 


| WGN’s sales staff for eight years, 


velopment of the Mutual Broadcast- | 


, and has been sales manager for the 
past five years. William A. Mc- 
Guineas, a member of the WGN 
sales staff for five years, succeeds 
Mr. Wood as WGN sales manager. 
Norman Boggs succeeds Mr. Mc- 
Guineas as manager of WGN’s New 
York sales office. 
| Attending the Mutual network 
meetings, which were presided over 
by W. E. Macfarlane, president of 
Mutual, were: E. M. Antrim and 
Mr. Wood of WGN: Theodore C. 
| Streibert, WOR, Newark; Lewis Al- 
len Weiss, Don Lee Broadcasting 
System; John Shepard III, Colonial 
Group; H. K. Carpenter, United 
Broadcasting Company, Cleveland 
and Columbus, O.: J. 
CKLW, Windsor - Detroit; Hulbert 
| Taft, Jr.. WKRC, Cincinnati, and 


E. Campeau, | This 


Fred Weber, 
Mutual. 


general manager of 


Laboratories Merge 


The personnel and facilities of 
the E. E. Free Laboratories, New 
York, have been merged with the 
United States Testing Company, the 
Free laboratories, 175 Fifth avenue, 
continuing to operate under the 


| management of F. A. Graham as the 


engineering and research division 


of the Testing Company. 


Two Name Garfinkel 


C. H. Baker Shoe Stores, Los 


| Angeles, has appointed Sidney Gar- 


finkel 
Angeles, 


Advertising 
to direct 
agency also 


Agency, Los 
its advertising. 
will handle the 


}account of Wanda Garment Com- 


pany, using national magazines. 


of WKY Program Production 


WKY 


owned and operated by 


Red Network, which feeds a 


program to the network. WKY furnishes 
These two, Cameos 
of Melody on Tuesday and Southwestern 


two such programs. 


is the only station neither 
the 
Broadcasting Company nor on the basic 


National 


production 


Serenade on Saturday, mirror the network 
caliber of all WKY productions. 


Without any request for mail on 


either program, Southwestern Serenade 
shows mail from 38 states, every Canadian 
province and the South American Repub- 


lic of Colombia. 


21 states and two Canadian provinces rep- 


resented in its mail count. 


Cameos of Melody has 


OwNEL AND OPERATED 
OKLAHOMA CIty TIMES 


KLZ. Denver (Under 


WKY ’s production department plans 
and produces the two shows WKY’s staff 
furnishes the talent. 
form a definite part of each production 
WKY’'s musical dire 
tering special arrangements. 
applause from coast to coast. 


wey (Mahone 


* THe 


Altiliated Management) * 


WKY's announcers 


ctor creates the glit- 
WKY gets 


Vay spe EPs 
> [es f 


sults for sponsors... 


Because of such sparkling program- 
ming WKY is able to get noteworthy re- 


is able to stay in the 


front rank of stations repeatedly cited for 
a power to win and hold listeners and 
for outstanding performance in product 
exploitation in the Southwest. 


ily 


NBC AFFILIATE ¥900 KILOCYCLES 


By THe OKLAHOMA PUBLISHING 
FARMER-STOCKMAN * 


R EPRESENTED 


COMPANY * THe 
MISTLETOE Express # 


NATIONALLY By THe 


DAILY OKLAHOMAN 


KVOR, COLORADO SPRINGS 


Katz AGENCY, IN¢ 
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Diener Adds Two 


Wm. L. Diener, Inc., has been ap- 
pointed to handle the accounts of 
the synthetic rubber division of 


Chicago Rawhide Mfg. Company, | 
Chicago, and American Box Board | 
Company, Grand Rapids, Mich. The | 
former will be handled from the| pers serves American industry, by 


Chicago office and the latter from 
the Grand Rapids office of the 
agency. 


Moxie, Rever Appoint 

Moxie Company, Boston, has ap- 
pointed Alley and Richards Com- 
pany, Boston, to handle its adver- 
tising. Hal McNamee is account ex- 
ecutive. Rever Sugar Company has 
also named the agency. 


Names Cowan & Dengler 


Republic Aviation Corporation, 
Farmingdale, N. Y., has appointed 
Cowan & Dengler, New York, to 
direct its account. 


THE NORTHWEST'S LEADING RADIO STATION 


ESTP 


50,000 
WATTS 


NBC BASIC RED NETWORK 


MINNEAPOLIS & ST. PAUL, MINN. 


‘is the theme 


K oppers’ Service to 
Industry Is Copy 
Theme for 1940 


Pittsburgh, Feb. 29.—How Kop- 


speeding production, cutting oper- 
ating costs and increasing profits, 
of the 1940 business 
paper advertising campaign of the 
Koppers Company. The advertise- 
ments will appear regularly 
throughout the year in Business 
Week and the Wall Street Journal. 

The initial advertisement, appear- 
ing in January in both mediums, 
told the part Koppers has played 
in the rejuvenation of the railroads. 
Advertisements to follow in 
series throughout the year will pay 


| tribute to the chemical, steel, high- 
| Way, 


building, consumer, 
oil, agricultural and other utility, 
industrial and public works fields 
where Koppers is a principal sup- 
plier of products and services. 

In addition to facts about each of 
these fields, there will be a story of 
how Koppers serves them and a list 
of the products and services for 
‘yvhich these divisions of the national 
business life look to Koppers. Kop- 
pers’ relationship to these various 
fields will be “packaged” in brief 
copy messages, coupled with a sum- 
mary of the individual accomplish- 
ments of these fields and _ their 
importance to the national economy 

Ketchum, MacLeod & Grove, Inc., 
Pittsburgh, is the agency for the 
compaign 


Honor Mrs. Griffith 

The Advertising Club of Newark, 
N. J., will formally honor Mr: 
Parker O. Griffith as Newark’s out- 
standing citizen of 1939 at the club's 
March luncheon. She was chosen 
from 600 nominations. 


marine, 


Pepper Appoints Marks 
Lawrence N. Marks has been ap- 

pointed radio director for J. W. 

Pepper, Inc., New York advertising 


ETRE ccna 


the | 


USERS FEATURED 


Railroads ore making one of the great come-bocks of history 


“eK OP PER S ptoductt 


The new business paper campaign for 

Koppers products features the work of 

typical industrial customers, rather than 
the Koppers products. 


F. Triggs Re-elected 
by Paper Makers 
Floyd L. Triggs, Riegel 
Corporation, has been re-elected 
president of the Paper Makers Ad- 
vertising Association. Other re- 
elected officers were Edson Dunbar, 
Crocker, McElwain Company, East- 
ern vice-president; E. S. Colvin, 
Appleton Coated Paper Company, 
Western vice-president; M. A. Park, 
Marvellum Company, treasurer, and 


R. A. Faulkner, International Paper | 


Company, secretary. 

New members admitted at the 
25th annual meeting were McLau- 
rin-Jones Company, American Writ- 
ing Paper Company and Cover 
Paper Manufacturers Association 


Johnson to Ross Roy 


Robert E. Johnson, formerly with 
the West Coast office of McCann- 
Erickson, Inc., has been appointed 


Pacific Coast representative for Ross | 


Roy, Inc. He will have offices in 
the Western Pacific bldg. in Los An- 
geles, and will handle’ various 
phases of Dodge truck advertising 
and publicity on the coast. 


Paper 


Frequency and 
Volume Discounts 


|discounts found in the local news- 
|}paper field, three leading South- 
_western dailies have formed Basic 
Newspaper Group, Inc., which will 
| begin operations April 1. Edgar T. 
Bell, business manager, Oklahoma 
| City Oklahoman and Times, was 
'elected president; Frank G. Hunt- 
'ress, Jr., San Antonio Express and 
|News, vice-president, and M. M. 


|Donosky, Dallas News, secretary- 
treasurer. 
Under the new plan, discounts 


will begin with 56 lines weekly and 
reach their maximum with a con- 


to appear in each member newspa- 
per. One advertiser who has used 
newspapers rarely in the past is re- 
ported to have committed himself 
to an extensive 52-week campaign 
exclusively through Basic Newspa- 
per Group, Inc. Another is said to 
|have contracted for schedules in- 
volving several times his present 
investment in newspapers. 

| This plan of giving discounts from 
\the rates of the individual papers 
|for group use will not affect adver- 
|tising at present rates through the 
| usual channels. 

| An office in New York will be 
opened immediately under the man- 
agement of Ralph Miller, who has 
been advertising manager of the 
Farmer-Stockman, Oklahoma City. 


Appoints Metropolitan 


The Hyper-Humus 
iNewton, N. J., 
manufacturer 


Company, 

and Philadelphia, 
of “Nature’s Soil 
|politan Advertising Company, New 
| York, to direct its advertising in the 
garden sections of metropolitan 
|newspapers and magazines. Thomas 
‘J. King is account executive. 


tract of 100,000 lines, all advertising | 


Sas Group Offers | Westinghouse Wages 


and Salaries Up 10% 


| Wages and salaries of all em- 
ployes of the Westinghouse Electric 
& Mfg. Company were adjusted 
|upward 10 per cent from base rates 


Dallas, Texas, Feb. 28.—Offering | ast month, under the Westinghouse 
both the frequency discounts used| wage and salary plan by which 
jin the radio field and the volume 


‘compensation is established each 


month in proportion to the averag: 
earnings of the company in ty 
preceding three months. Approxi- 
mately 49,500 employes received 
last month’s adjusted compensation 
in the company’s 57 manufacturing 
and service plants throughout th: 
country and in hundreds of sak 

and service offices. 

Net earnings for the last thre: 
months were $4,379,450, of whic! 
$1,822,117 was earned in November, 
$1,598,595 in December, and $958.- 
738 in January. In January t! 
adjusted compensation to all West- 
inghouse employes was 12 per cent 
above base rates. 


Dartnell Appoints Bennet 


Howard M. Bennett has be: 
named regional manager of the con- 
test and prize division of the Dart 
nell Corporation, Chicago, wit 
headquarters at 401 C. A. C. bldg 
Cleveland. 


Nathan Appointed 


Cyrus H. Nathan, of Lord & 
Thomas, New York, has been ap 
pointed account executive in charg 


Builder,” has appointed the Metro- | 


of printed advertising of Lucky 
Strike cigarettes. 


An Organized 


IDEA-RESEARCH | 


Service 


Brings you the actual, tested 
experience of successful 
executives who are solving 
today the problems of adver- 
tising. sales promotion and 
sales management. Write for 
details. 


Business Digest Service | 
Dayton, Ohio 


THE RIGHT GUIDE 


THE GUIDE GROUP 
SCREEN GUIDE 
MOVIE and RADIO GUIDE 
CLICK 
LIVING ROMANCES 


» 1,900,000 FAMILIES 


THE NEW GUIDE GROUP... 


makes available for the first time a completely coordinated 
approach to the buying power of the American family, based 
on the universal appeal of the balanced diet it offers. This 
appeal is predicated on the present-day enthusiasms of the 
average individual of either sex and all ages— Movies, Radio, 
Pictures, Romance. 


Expertly the new GUIDE GROUP wins reader approval 


and confidence —and, having won them, shares them with the 


GUIDE GROUP advertisers. 
1,500,000 CIRCULATION GUARANTEED 


—$1.92 per Page per 1,000 


SKILLFULLY EDITED « LAVISHLY ILLUSTRATED e EXPERTLY PRO- 
DUCED IN BLACK AND WHITE AND COLOR LETTERPRESS AND 


ROTOGRAVURE e 680 LINE PAGES 


CHICAGO — 731 Plymouth Court 


SAN FRANCISCO — Mills Building 
LOS ANGELES — Western Pacific Building 


Rate cards and further special information will be supplied on application to 


M.L.A. PUBLICATIONS 


Offices of Advertising Representatives: 551 FIFTH AVENUE, NEW YORK CITY 
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. port laboratory, which were and are | salesmen operate, told by Fortune: he hands out good advice on how Kearney Heads Company 
Ma azine Tells high. McKesson held its usual ex-| “A McKesson man’s conversation | to display the goods. James R. Kearney, Jr., former 
hibit at the A.M.A. convention last | with a druggist is a queer combina- “The talk shifts easily from a 


vice-president of the National In- 
year and has regained any loss of| tion of high pressure and a social | badinage to bulldozing. ‘You ought | dustrial Advertisers Association and 


W McKesson Made prestige it may have sustained in| call. He spends perhaps an hour in| to have more clocks, Al.’ ‘I've got | past president of the St. Louis chap- 
0 the medical world. After the Ford, | each store, always taking a coke on) fifty shelf P as 


on the already ‘The ter, has been elected president of 
Bacon & Davis report came out the| the house, and sometimes waiting only thing will sell clocks is more — R. ee ae eae he 

’ McKesson manufacturing head, W.| on the customers while the drug- clocks. You better order a hun- eaulounent, .secsteding his father 
uIC ome ac E. Dewell, redoubled his sales ef- gist goes out on an errand. Most/|dred. A sixth of a dozen is over- 7. mr —— ee ’ 


. ; - : ae James R. Kearney, who becomes 
forts, took his laboratory director | of the salesman’s 48,000 items are | stock and a hundred and fifty is chairman of the board. F. W. Kear- 


New York, Feb. 29.—The swift | 0" a 12,000-mile tour of the trade, Just names in a ‘want book;’ on understock. So long, see you next ney, another son, becomes secre- 
come-back of McKesson & Robbins and was able to report the best | these he is a mere order taker. But week, Many druggists regard the tary. 
fter the scandal that would have June in history.” on the active items, and especially McKesson man as their merchan- a 
cage CE ae . , on the twenty-odd ‘preferred lines’ | dising boss. Perhaps he helped them Arnold to Eastern Airlines 
ittered a less virile organization Educating the Retailer R bs ; fe é 

. : of Lilly, Merck, Owens-Illinois, and | pick a site and get started with a Leslie P. Arnold, vice-president 
related in the current issue of Retail druggists of the country, as other suppliers with whom McKes-| credit line. And perhaps, if they and a member of the board of direc- 
Fortune, together with the methods well as creditors of McKesson & son has special selling arrange-| buy too many goods from McKes- tors. of the Pennsylvania-Central 
employed by its whilom president, | Robbins, also assisted in the new ments, the salesman turns on con-|son’s competitors, the McKesson “tlines for the past four years, has 
F. Donald Coster, to loot the com-| order. The reason why druggists siderable heat. Always, in one line} man will do as much for some other ee age SMe eer baggapnann =  ? 
pany. Much of the credit for the like the company is easily visual-| or another, he has a new free-goods | would-be dru ggist on the site astern pre nemo with Coadaaastire 
company’s renaissance is accorded jzed after this picture of how its!deal. And along with the pressure | across the street.’ at the home office in New York. | 
its new leader, William J. Wardall. 
Admittedly, however, Coster built 
such a serviceable organization that 
if it were destroyed it would have 
to be rebuilt again, so that Wardall 
had a solid foundation on which 


to start his reconstruction. Pre Ld ars es 
ver the objections of many re- Rees oe il 

ictionary executives, who pleaded Sr Beery Nia 

that the company had already had Ayre Paths 

too much publicity, Mr. Wardall ee ee alae 

launched a newspaper campaign in pling? o 

66 cities, the story relates. He con- Vip x 

tinued the company’s radio program Rae ap ON 

ind barraged the trade press. With eg nn, ee 

the help of some of the company’s ey apes ae 

largest creditors, including Lambert, me hw eae: 

Lilly and Coca-Cola, he persuaded as ra 

Hollywood producers that projected aie oa 
vies of the life of Coster might AGRA wo eS 

ot be so popular after all. “hee nt 


He sent lawyers to the Food and 
Drug Administration and elicited ;: 
ett admitting that considering 

and variety of the business 

f McKesson & Robbins, the num- 
er of citations against it was not 
xtraordinary. Making candor his 
policy, he released monthly sales 
gures, plus all of the good news he 
ould find 


Check on Merchandise 


Like a good advertising man, 
however, Mr. Wardall wanted to re- 
ssure himself that the product was 
worthy. This project involved a 
emendous amount of detail. In the | 
words of Fortune: 

“This was performed under the | 
direction of Ford, Bacon & Davis at 
1 cost of $105,000 and several thou- 
sand man-days of McKesson em- 
ployes’ time. Each of the 40,000 to 
50,000 different items in each of the 
76 McKesson warehouses was test- 
checked for quantity and quality 
Packages were sent back to their 
manufacturers from all over the 
country to make sure their contents 


were genuine. Liquor, even that in x 
bonded warehouses, was analy; | 


OREGONIAN CIRCULATION 


of applicants could be granted 
- was _ analyzed. is Power Circulation. It works vig- credit. The firm then ran the same 
And McKesson’s own Bridgeport : : Pe ai ; 
line of 238 drugs was turned over | orously and resultfully for advertisers. It advertisement in The Oregonian. Response 
to outside chemists for checking | delivers the punch and power that comes from was reported “much larger” and 90% of 
; 0 
W ith TS . ste or . s x p ‘ 2 
th U.S.P. and N.F. standards. 0 sheer merit growth, unaffected by the artificial applicants could be granted credit. 
Everything proved all right, as ‘ eal fe 5 bs lidati 
the manufacturing and warehouse p stimulation of contests, prizes or consolidations. ee ee ee ee 
mer | Th ; , « aa > res cy > . 1: , " ° oone " 7 ° 
ne 1 knew it would. Coster had | Year after year The Oregonian grows with in The Sunday Oregonian, | sold enough 
ever monkeyed with the wholesale | the market it serves. Daily and Sunday cir- 


ntories, and he never interfered | 


houses to complete a sub-division project 
With the standards of the Bridge- | 


Sepk30~'39 over 35 culation figures are at new highs, giving accomplishing what | had expected would 


thorough coverage to the prosperous area of 


take a month of intensive advertising”, reports 


oO ¢ . Tu » ¢ i y -ad- 
Oregon and Southwestern Washington. Read e Portland realeor. 
' er interest was never greater. 
The publisher's statement for ‘ One of Portland's largest and most suc- 
the 6 months ending Sept. 30 Coverage and influence, however, are but ae 
1939, shows Oregonian circu - cessful jewelry stores has used Oregonian ad- 
init an Relienee part of the story. What caliber sales job can ci a ane 
The Oregonian do for you? The men best vertising exclusively since its inception twelve 
DAILY ' : years ago. It has built a profitable business 
equipped to answer are our national repre- ee ‘ 
- : while entrusting the newspaper advertising 
, sentatives. They will show you abundant pes 
»roof of results. Here are a few examples: job to The Oregonian alone. 
SUNDAY I masa ae, aed . 
A large Portland men’s clothing store ad- For sales punch in the rich Oregon Market, 
1 58 1 58 vertised a new credit plan in the second news- harness the Power Circulation of Oregon's 
paper. Response was pleasing but only 50% dominant newspaper — The Oregonian. 
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| Magers President 
of Art Directors 


” 
Expert Describes 
| c H. Magers, gen aad d bs 
Knotty Problem of istics. 'Gits 2PGnctne te the 


annual meeting, succeeding Egbert 

Jacobson, Container Corporation of 

America, who becomes a director. 

ruc rd ucers | Sidney Wells, McCann-Erickson, 

Inc., was elected vice-president; 

Boston. Feb. 27.- Harvey Olsen, Needham, Louis & 

; : ete |Brorby, secretary, and John B. 

sembles a man who exercises cer-| Breynig, Needham, Louis & Brorby 
tain muscles to the exclusion Of | treasurer. 

others until he becomes something| Scott Runge, N. W. Ayer & Son, 

of a monstrosity, George H. Scragg,| and Charles Kuoni, R. R. Donnelley 

director of advertising and sales |& Sons Company, were elected di- 

promotion, White Motor Company, | "tors: 


Industry re- 


Cleveland, told the Advertising | a a 
Club of Boston today. The truck; Two Join Case-Hoyt 
field, Mr. Scragg said, offers a per-| J. B. Greiner, Jr., formerly of 


fect example of this lack of coor-| American 
dinated development. } ; 
The engineering staffs of truck |™merly associate editor of Alexander 
manufacturers discovered, partly Hamilton Institute, | have joined 
by surveys, partly by experience Case-Hoyt Corporation, Rochester, 
’ we) ee ¢ 2 »|N. Y., planner and printer of direct 
that the handful of models pro-| advertising. Mr. Greiner is in the 
duced in their early days did not} sales department and Mr. Clement 
begin to meet the requirements of|in the copy, plans and merchandis- 
transportation. Accordingly, they | ing department. 
intensified their efforts until at) 


Architect and House 


| Beautiful, and E. J. Clement, for- | 


Protest Over Copy 
on Auto License 
Upheld by Court 


| Los Angeles, Feb. 27.—Out here 
| where the California version of the 
|Bible says that Eve picked an 
orange, not an apple, the moral code 
|has been elevated to a newer and 
‘higher pedestal by the appellate de- 
partment of the superior court. It 
says that Patrick F. Kirby was 
right after all when he objected to 
advertising the San Francisco 
World’s Fair on his 1939 California 
automobile license plates because 
Sally Rand’s “Nude Ranch” was one 
of the Fair’s attractions. 
Municipal Judge Byron J. Wal- 
ters had ruled previously that the 
motor vehicle department was 
within its rights in prescribing the 


} 


|compensation a license plate adver- 


——— 


lower court, the appellate court Gray Named Editor of 
judges ruled that “the department “National Provi ioner” 


of motor vehicles had no more au-| , ; 

thority or right to require the de-| Paul ogg —, of a ene 
tends isplay with or without | P7ovisioner, Chicago, for 37 years, 
nas © ey oe |has become editor emeritus but re- 


; ains as sident of the publica- 
 tising the California World’s Fair mains as president he publi 


j}content of license plates, thus up-| 


holding that department’s right to 
put the words “California World’s 
Fair” on the 1939 licenses. 

In reversing the decision of the 


| vertising agency. 


‘ tion. He is succeeded as editor by 
than it had to compel him to carry | John B. Gray, who has been with 
a banner or make oral speeches ad-|the magazine 15 years, joining it in 
vertising the Fair, the climate,| 1925 as engineering editor. 
prunes, oranges or a political party.”| Alfred W. B. Laffey, advertising 


otis manager, now is advertising man- 
. . er and general manager, taking 
Unify Sears Prices oe . 
Sears, Roebuck & Co.’s Fond du 


over some of Mr. Aldrich’s duties 
Lac, Wis., store has announced that ‘Opens Personnel Service 
prices of merchandise offered by 
the firm’s Milwaukee stores in any|_ Fred Masterson, formerly with 
advertisements in the Milwaukee | Popular Science Monthly, has Or- 
papers will also be in effect in the ganized a personnel service with 
company’s Fond du Lac store if the | Offices at 120 S. La Salle street, Chi- 
advertised items are regularly car- | Cago. He is specializing in adv: 
ried. tising and publishing positions. 


Two Join Agency Starts Whisky Campaign 

Robert S. Lambert and Richard F-C-G Importers, Inc., New York, 
Collins have joined the staff of|has launched a newspaper cam- 
Glaser-Gottschaldt, Inc., Boston ad-| paign in New York, Philadelphia 
Mr. Lambert has|and Chicago for Highland Queen 
been made production manager and Scotch whisky. Briggs & Varley, 
Mr. Collins art director. |Ine., is the agency. 


present most manufacturers offer | 
from 35 to 40 models, any one of | 
which will do a given job more ef- | 
ficiently and economically than any 
other. 

Unfortunately, he said, the mar- 
keting departments of truck pro- | 
ducing plants have displayed far 
less efficiency in putting over this | 
story to potential buyers. As a re- 
sult, an alarming degree of ob- 
solescence exists among the coun- 
try’s motor trucks, estimated to be 
at least 40 per cent. This figure | 
would be higher if based on mod- | 
ern standards of efficiency. 


Cost of Inefficiency 


“In fleet after fleet,” said Mr. 
Scragg, “work performed by six or 
even ten trucks could be accom- 
plished by four properly selected 
and adapted units. 

“This statement constitutes an in- 
dictment of the marketing depart- | 
ments of truck manufacturers, but 
it also indicates that the obstacles 


¥ 


4 


which they must overcome are 
more formidable than generally | 
supposed. While a factory canaaes' 


intendent has little difficulty in| 
selling high officials on the need of 
new equipment, the garage super- 
intendent has an almost impossible 
job on his hands when he attempts 
the same thing. He dare not even 
approach the front office unless the 
truck is on its last legs. He asks for 
replacement only after the trans- 
mission has failed and the condition 
of other parts does not justify re- 
pair. Even then, the front office 
balks, and suggests overhauling to 
keep the machine running a little | 
longer. 

“Poor loading facilities are an- 
other handicap to the sale of motor | 
trucks built to do specific jobs with 
high efficiency and low cost. Still 
another, and not least, is the bar- 
rier of state laws. Do you realize 
that there is not a motor truck built 
which can legally travel in every 
one of the 48 states?” 

Mr. Scragg said, however, that 
even these problems are not insup- 
erable and that the truck industry is 
prepared to make a new assault | 
armed with every weapon which | 
offers the promise of making an im- | 
pression on the ignorance of those 
responsible for net profits 


Frank Black Starts | 
Publishing Company 

Frank Black, formerly manager 
of the trade paper division of the 
Reuben H. Donnelley Corporation, 
has started his own publishing com- 
pany at 122 E. 42nd street, New 
York, and will publish the Vacation 
Guide Book, a resort publication for 
teachers. 

Associated with Mr. Black will 
be Paul Ponon, formerly publisher 
of the Teachers Shopping Guide, 
and Claude Abell, formerly with 
Curtis Publishing Company and 
Scripps-Howard papers. 


Adman in City Post 

W. B. Stone, vice-president, Potts- 
Turnbull Advertising Company, 
Kansas City, Mo., has been ap- 
pointed personnel director for the 
city of Kansas City. He is expected 
to retain his advertising interests 
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No laughing matter for Keith Kiggins. was getting up the wherewithal to 
foot his Stork Club bill a few nights ago. However, with true Kiggins 


philosophy he declared, *’There’s nothing more worth paying for than 


““OUR BLUE NETWORK SALESMEN LAUGH WHEN 


hat U I use for 


SAYS KEITH KIGGINS, NBC Blue Network Director 


in As pst “ *) : * ; By ae oy pw ea: 1. ee : ‘ . : Pe « > 
‘ cd ae . ; ; 4 


a good time 


except anu time on the Blue Network. where costs ate 
the lowest of any national advertising medium.” With Mr. kK. are Vrs. 
Kiggins, Satevepost contributor Jack Alexander and Mrs. Alexancet 
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| While the plot of the movie is 
jnone too original, relating the 
troubles of a bride who attempted 
to cook with the traditional gas 
range before she discovered the 
magic of the electric type, some 
novel touches make it acceptable 
entertainment. One scene shows a 
broadcast being televised, and an- 
other proves the practicability of 
cooking a meal on a Hotpoint range 
wrapped in cellophane. This stunt, 
incidentally, will be seen in many 
dealers’ showrooms, as a clinching 
demonstration. 


$100,000 Movie 
Makes Premiere 
for Hotpoint 


Chicago, Feb. 27.—“‘Blame It On 
Love,” a new sound film which rep- 
resents the latest merchandising 
effort of Edison General Electric 
Appliance Company, had its pre- 
miere at the Cinema Theater here 
Sunday before the press and Hot- 
point officials and distributors. L. J. 
Sholty, head of the Chicago office 
of Maxon, Inc., who acted as pro- 
ducer of the picture, said that it 
represents a “$100,000 activity,” but 
that it was not made at the expense 
of the advertising appropriation. On 
the contrary, he asserted, the movie 
will stimulate dealer advertising in 
newspapers. 

“Blame It On Love” was produced 
by Wilding Picture Productions, 
Inc., in Hollywood. Mildred Hick- 
man, home economics director for 
Hotpoint, served as technical ad- 
viser. 


Advantages of Movie 


W. A. Grove, advertising man- 
ager of the company, said that the 
movie was designed to induce deal- 
ers and the public to “trade up,” 
concentrating attention on higher 
priced lines, and to accelerate ac- 
ceptance of the electric range by 
presenting a foolproof story. The 
emotional appeal of the picture is 
expected to weigh heavily with 
women. 


did not overlook the opportunity to | “Simplicity” Closes 
make some telling points for Hot- I Chi Offi 
point, as against other electric | ts cago ce 
ranges. The electrician who in the! Simplicity’s Prevue Magazine, New 
movie essays to acquaint Joan| York, has closed its Chicago office, 


Edison General Electric, however, 


Marsh, as the bride, with some of — has been in charge of A. G. 

the facts of life, puts the Hotpoint |‘™2?" a 

case in these words: “Hotpoint can | , The c hicago Re vi ory will be 
t - ether mineibedinie of | Covered from New York in the 

jsay © a anulé s | future. 


\electric ranges: ‘We taught you all | es 
|} you know, but not all we know.’” | . . : 
"ths fim wi te wale aveliiii Offers Liquor Price Bill 
to dealers, with a complete plan for | 
exploitation, for a nominal sum, 
through distributors. The company 
| believes that between 15 and 20 
million people will see it. 


Kentucky house of representatives 
i\by Representative Henry Ward, 
| Paducah newspaper man, which 
would allow retail liquor dealers to 
advertise prices of their stocks, a 
practice banned by the state liquor 
department “to eliminate’ unfair 
competition.” 


Keystone Names Lamb 
James G. Lamb Company, Phila- 


delphia, has been appointed to han- | Joins 

dle the advertising of Keystone |!° - ‘Research Group 

Macaroni Mfg. Company, Lebanon, William G. Woodward, formerly 
| vice-president of Gravure Service 


Pa. . : 
eadmaidindaais Corporation and_ recently with 
. Hearst International Advertising 
Appoints Frankel | Service, has been elected vice-presi- 
Norman Frankel has joined East-|dent in charge of surveys of 
burn and Siegel, Atlanta agency, in| Psychological Research Markets, 25 
an executive capacity. |W. 43rd street, New York. 


THEY’RE ASKED... 


money? 


You don’t need a million dollars to do a national 
advertising job on the Blue. It gives you Money 


Market coverage at lowest cost nationally! 


To our sensitive ears not long ago, came word that whe 


_ 


ss 


Considering himself a bit of a sleuth, the N16 
stopped off at Louis & Armand’s in search of the advertising clan. Stand 
ing at the entrance in chin-fest were NBC salesman John MeNeil and 
café owner Armand. In response to the L. Pos query, Armand grew elo 
quent. “The Blue Network? Ouil | have notice that name much lately 
The boys, they talk about the Blue in veree nice way 
call, Money Markets at lowest national cost 


Inquiring Photographer 


It reach, what you 
A! Ou! 


Oni, Mr 


rever 


advertising men get together...on trainsor in taverns...at home or 


along “Advertising Row”’...they are saying a lot of compli- 
mentary things about the NBC Blue Network. So we shooed our 
Inquiring Photographer out into the wintry winds to take photos, 


ask questions and, in general, find out about the Blue k 


His report verifies our own sentiments that the Blue is 1940's 
best advertising buy. And here are three quick reasons why: 


Low Cost Coverage, the result of the famous Blue Network Dis- 


count Plan, which enables the size of your network to 
with your business—economically! 


Concentrated Coverage of America’s Money Markets, the places where 


T2% 


of the country’s effective buying power is located. 


Blue Circulation Bonuses — periodic, substantial, extra audience 


dividends at no extra cost, due to continuous station improve- 


ments. 


Best proof of the Blue’s ability to‘“up” sales for its clients—at all- 
time low costs—is revealed by the fact that during 1939 70% of this 


network's 1938 advertisers renewed—and 17 new clients joine 


We are eager to show you that sales begin where the Blue be- 


gins! And at the amazingly low cost of less than $5000 


night-time half hour, coast to coast! If you haven't carefully re- 
viewed today’s Blue Network facts, you're overlooking Ame 
outstanding low-cost sales maker! National Broadcasting Co. 


A Radio Corporation of America Service. 


NBC BLUE 


udos. 


grow 


Boarding the evening choo-choo for home, \ 136° \ Roy Witmer, still ex- 


ulting over recent news that 17 new clients have joined the Blue, lost no 
time telling his advertising companion about the Blue Network bonuses 
“It’'sa fact, Ed,” he said, “the NBC Blue Network constantly increases its 


audience foradvertisers af noertra cost-—by improving station facilities.” 


‘dup! 


for a 


rs 
‘ead 
. ea 
‘~- 


° . 
rca s 


Jacob Thailer (left) is “Jack,” and Isadore Popick is “Irving” to the 
ageney men who ride their cabs. To Jack and Irving, their ad-men fares 
are “Gus.” Said Irving as he held the cab door: “The men I take to NEB 


reyular say lots of fancy things about the Blue Network. Vou oughta 
know that, Jack 


vesterday, he was in sucha hurr 


This here Gus ] just rode wanted to pass three red lights 
totake up an option on + Blue half beouet” 


Puss in the corner 


being stuffed with short 


{ right 


bread. belongs to Jima 
James, NEB Adireetor 
Reason for his and secre 


tary Marv Coyne’s gaiets 


is foundin this James que 


tation | just heard sonne 
pood ne ‘5 Another of our 
Blue svdvertisers sand 

was going to renew be 
cause the Blue gives hin 
protitabyle overage at 

cost no other medium onl 


match! Havea« upoftea 4 


A bill has been introduced in the | 


More Contracts 
Now Fulfilled, 
Hopkins Reports 


Freedom of Press 
Applies to Outdoor, 
Says Bureau Chief 


New York, Feb. 28.—The chances 
for fulfillment of an advertising 
contract are greater today than 
ever before, F. T. Hopkins, presi- 
dent of the National Outdoor Ad- 
vertising Bureau, told members of 
the organization in his report of 
1939 operations. Mr. Hopkins, who 
touched on many other new devel- 
opments in the outdoor field, also 
announced that J. J. Hartigan, vice- 
president, Campbell-Ewald Com- 
pany, Detroit, and Fred H. Walsh, 
treasurer, Newell-Emmett Compa- 


ny, New York, have been elected 
directors of the bureau. 
Billings of the bureau in 1939, 


Mr. Hopkins said, were 6.5 per cent 
higher than in 1938, despite the fact 
that it began the year with book- 
ings several million dollars below 
the previous year. 

“The increase for the year,’ he 
commented, “is due to the fact that 
advertisers are taking their com- 
mitments more seriously and have 
reduced cancellations, w hich 
reached an abnormal figure in 1938. 
As a result, we were able to pay 
0.5 per cent, in addition to the reg- 
ular 13 per cent on billings.” 

Mr. Hopkins said that a special 
winter adjustment of 20 per cent is 
again being put into effect in the 
Northern states in 1940-41, though 
there is considerable doubt as to its 
justification. The plan was tried 
late in 1939, probably too late to 
give it a fair trial, in Mr. Hopkins’ 
opinion, but has since been endorsed 
by the Outdoor Advertising Asso- 
ciation of America. 

Statistically, there is a remark- 
ably small variation between winter 
and summer circulation throughout 
all important cities of the country, 
Mr. Hopkins contends. However, 
there is still a prejudice, largely un- 
justified, he said, among most buy- 
ers of advertising, which constitutes 
one of the most serious problems of 
the plant owner, who is usually 
overwhelmed with orders at the 
first harbinger of spring. 

Must Work Together 


Discussing the industry’s public 
relations problems, Mr. Hopkins 
urged other media to cooperate with 
it for the benefit of all advertising. 
The fratricidal strife between me- 
dia, he holds, has been largely re- 
sponsible for the growth, if not the 
birth, of the consumer movement, 
since anti-advertising interests found 
in it a glowing opportunity to crack 
down on all business. 

The constitutional guarantees of 
freedom of speech and the press 
apply as much to outdoor advertis- 


ing as to any other medium, Mr. 
Hopkins asserted. 
“In the light of a recent United 


State Supreme Court decision void- 
ing several handbill ordinances,” he 
said, “it now seems clear that ex- 
actly the same reasoning and the 
same decision might be applied by 
the Supreme Court if the same kind 
of a case with respect to outdoor ad- 
vertising were brought before it.” 

On the other hand, outdoor ad- 


| vertising courts fair and reasonable 


regulation, he said, and the indus- 
try has been a pioneer in voluntar- 
ily cleaning its house. 


Red Cross Names Hirshon 

New York Mattress Company, 
Boston, has appointed Hirshon-Gar- 
field, New York, to handle advertis- 
ing of Red Cross mattresses. Wil- 
fred D. Howitt has been shifted to 
the production department of the 
agency. 


Boerger Reorganizes 


Edward G. Boerger Company, 
Logansport, Ind., advertising agency, 
which went out of bu in 
October, 1934, has been reorgan- 


iness 


ized. 
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Voice of the Advertiser 


This department is a reader’s forum. 


Fireman, Fireman, 
Working So Hard 


To the Editor: Attached 
more interesting and 
mixtures.” 

We placed the 


amusing 


Mennen advertise- 


are two | 
“ad- | 


' 


ment and of course expected to find | 


it in the Feb. 24 Collier’s ... but we 
didn’t expect to find seven more 
firemen on the facing page, 
to help the fire-eater who was 
rescuing the fellow who wouldn't let 
anything bother 

Furthermore, may I point out 
that the “3-step Mennen Shave” is 
one up on 1940 Fire-Chief which is 
only “stepped Up in 2 ways! 

In the Feb. 17 New 
that the same fellow who is 
skating in the sketch on page 28 

. has decided to give it up as a 
bad job and is headed south (with 
a blonde) in the White Rock adver- 
tisement on Page 33. As who would 
not? 


Yorker, note 


1ce- 


SAMM S. BAKER, 
H. M. Kiesewetter Advertising 
Agency, New York. 
yvY 
Popularity of Quiz Ads 
Annoys Mr. Dawson 
To the Editor: William Esty & 
Co. certainly deserves a lot of credit 


for its originality in the new G & 
W copy described in your issue of 
Feb. 12. If you will refer back a 
few issues, you will find the same 
idea was developed by the Anfenger 
Advertising Agency for us last 


September, and has been tested in 
numerous markets, as reported in 
your excellent publication 

Of course, G & W uses five ques- 
tions, two of which are devoted to 
whisky, whereas we use six ques- 
tions and devote only one to the 
subject of whisky; but otherwise 
the similarity is very apparent. 

I might say that we also devoted 
some of our questions to subjects 
that would appeal to the mass mar- 
ket, while others were directed 
toward class markets. In fact, we 
worked out all of these details by 
very careful readership checks in 
La Crosse, Evansville, Indianapolis 
and Louisville, by an independent 
research company. I know that 
G & W will be glad to learn that all 
the ground-work has been laid for 
a successful campaign. 

Do you think it advisable to offer 
William Esty & Co. a full set of 
proofs of all our copy together with 
an offer of a special rate on mats? 
We sometimes sell our second-hand 
barrels to other distillers, so we 
might as well do the same thing 
with our advertising plates. 

Wo. J. DAwson, 
Sales Manager, The Daviess 
County Distilling Company, 
Inc., Owensboro, Ky. 

vy 


Adds Pep to 
Financial Copy 

To the Editor: In the 
1939, issue of ADVERTISING AGE you 
made our adaptation of “compul- 
sory” financial advertising to prod- 


July 10, 


MOTICE OF BHOEMPTION 
to Holders of 


NATIONAL DISTILLERS PRODUCTS CORPORATION 
Tom Yeor Convertible 14% ® Debentures 


NOTICE IS HERESY ( GIVEN that, purwant 
March 


The Chase Nations! Bank of the 
lademture, for redemption 


“- ‘ ‘ « 


Dated New Vouk, NY 


his Mennen Shave! | 


rushing | 


} uct 


| very much. 


|} too, we 


|} thon course 


Letters are welcome. 


FIREMEN FIGHT WILLING BATTLE IN THE ADS — 


STEPPED UP... 


vy! You tt haw 
to re-run oll these copies 
They r@ too menty te rood 
. 


to give you faster action in 1940 


1940 FIRE-CHIEF 


Stepped up in 2 ways... 


QUICKER STARTS. Sopra % 


Wh 


T EXAC re DE. Al ERS 
Va 


es te ee he ee te ee A Tt Ly aT he LT to hme! Me eee 


Mennen’'s firemen and Texaco’'s firemen worked hard on facing pages of a recent 


issue of Collier's. 


Originally, of course, 


two columns of editorial material 


separated them. 


insertion of 
subject of fa- 


advertising by 
trademark the 
vorable comment. That was very 
kind of you and I appreciated it 
It would be amiss were 
I not to let you in on a subsequent 
development regarding the subject. 


discs 


A few days ago Curtis Browne, 
vice-president of Albert Frank- 
Guenther Law, telephoned me _ to 
say that the president of National 
Distillers Products Corporation had 
told him that his company would 
like to make use of our “innova- 
tion” and while he believed there 
would be no legal reason why he 


should not, he did want to ask per- 
mission before doing so as a matter 
of courtesy. Of course, I was very 
happy to have them use the idea 
and so told Mr. Browne. National 
Distillers is now running its series 
of advertisements showing the discs 
amongst the bond numbers. In the 
event it did not come to your at- 
tention, I am enclosing a copy here- 
with. 

I believe you will be glad to know 
that your confidence was not mis- 
placed in editorially commenting on 
this subject and that your doing so 
was beyond a doubt instrumental in 
bringing the idea to the attention 


}country at 


} 


| cial 


of the president of National Distil- | 


lers. 
GEORGE J. Murray, JR., 


Manager of Public Relations, 

Tide Water Associated Oil 

Company, New York 

Pd - © 
Correct Prizes 
To the Editor: Thank you for 

mentioning the “Marathon Melo- 
dies” program of our client, The 
Ohio Oil Company, in your sum- 
mary, “This Week’s Store of Treas- 
ure,” in the current issue of ADVER- 


TISING AGE. However 
ests of accuracy, 
are $3 to each person sending in a 
musical question which is 
with $3 going to the 
Marathon dealer. In addition, there 
is a grand award of $25 each week 
for the cleverest contribution. Then, 
have four studio contest- 
ants, each of whom can win as 
much as $8 by completing the Mara- 


. in the inter- 


HERBERT BYER, 
Columbus, O 


Greyhound Show Offers 


Unusual Audience Prizes 


To the Editor: Greyhound’s new 
radio program, “This Amazing 
America,” which made its debut 
Feb. 16 75-station hook-up 
on the National Broadcasting Com- 
pany Blue network, should 
been included in the table 
“treasure” printed in your 
Feb. 26 

1940, 


ignated as 


over a 


have 
of radio 
issue of 


is been des- 


America Year” 


as you know, hi: 
Ty ivel 


our cash payments | 


used, | 
person's | 


by special 
tion. The 
that idea, 


Presidential proclama- 
new program is keyed to 
with every program high- | 
lighting places in these United 
States of historical and geograph- 
ical importance which in many in- 
stances little known to the 
large. 

Offer and Requirements Grey- 
hound buys 11 questions every 
week and pays a total of $269.95 for 


are 


them, for use in these programs. 
Ten “Amazing America” questions 
with their clues and answers re- 


ceive awards of merit and are paid 
$10 each. And besides these, 
more question is selected for 
use and receives Greyhound’s 
“Award of the Week,” $169.95 in 


one 
spe- 


example, 
Fairs 


$69.95 by Greyhound, leaving you 
$100 in cash extra to cover expenses | 
along the way. 

Every week two teams of con- 


audience to represent two typical 
American states, and $105 in prizes 
goes to our studio teams of three 
members each. The winning team 
receives $75 and the losing team 
$30. 

A key word is planted in every 
script which must be sent in with 
each entry. This changes each week 
so that in order to be eligible for one 
week’s contest the entrant must 
have heard the program. 

H. C. VOGEL, 

Radio Director, Beaumont and 

Hohman, Inc., Chicago. 

{Editor’s note: The tabulation of 
radio contests and prize offers heard 
over networks last week, which was 
printed in the Feb. 26 issue of ApD- 
VERTISING AGE, was necessarily in- 
‘omplete. It was designed to show 
|the range and extent of audience 
|prizes available in a single week, 
— than as a complete statistical 
| record. | 


7, © ¥ 


No Agency This Year 
for Pennsylvania-Central 


| To the Editor: In fairness to the 
|large number of leading advertising 
| agencies which have made 
| tures to this organization during 


| 


cash. With that sum you can really | placement of our paid advertising 
do some traveling in America. For | Consequently, our established policy 
take the Grand Circle! for the balance of 1940 will call ~: 
Tour of all the United States to the | no agency assignment on the pa: 
in San Francisco and New| of our 
York and home again, all for only | 


organization. 

F. R. CRAWFORD, 
Executive Vice-President, Penn- 
sylvania-Central Airlines Cor- 
poration, Pittsburgh. 
vgsfsee? 


testants are chosen from the studio! Jt’s Open 


To the Editor: In your Feb. 12 
issue an item referring to the open- 
ing of a Los Angeles office for West- 
ern Advertising Company of San 
Diego said, “Another office is to be 
opened in New York.” 

Inasmuch as this office has beer 
open since Jan. 1, we are wonder- 
ing why the item indicates a futu 
establishment of a New York offi 

Rupert W. HOPKINS, 

Western Advertising Company 

New York. 
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Troubled Skiier 
To the Editor: No wonder that 
|skiier is in trouble on Page 31 of 


over- | 


the past few months with a view to | 


securing the Pennsylvania-Central 
Airlines account, we are outlining 
herewith the results of a meeting 
conducted here today during which 
our 1940 advertising policies were 
established. 

Because of the advertising talent 


|/now employed by our organization, | 


| 


we shall continue a practice which | 


has worked out most successfully 
|for the past year. This practice is 
to create and develop our own ad- 
vertising and merchandising 
conduct our own market research, 


ideas, | 


prepare all art and art layout and | 


copy and generally supervise 


the | 


Feb. 19 ADVERTISING AGE. 
Who wouldn’t be, trying to schuss 
in high heels and galoshes? 
D. LEwIs, 
Association of National Adver- 
tisers, New York. 


Its a HOBBY 


Over a Million regular collectors 


Appreciation—not Depreciation—in either 
Audience or Premium is what makes ~ 


POSTER STAMPS 


Popuin ir—?P rofitable — Economic al 
15.000. 000 famil have ‘mn reache 
with the arious Pe r Stamp se ‘ 
ries sued by ges sers, Associa 
tions, Charities, i titutions, Expo ‘ 
sitions, ete., ete. 


COST IS LOW — Audience Large — Inter- 
est is Sustained — Number of Collectors is 
Rapidly Mounting — Results Reported 


are Phenomenal 


WRITE TODAY 
tables of 
of users and gener 
No obligation 


for complete information 


experience, lists 


ous array of samples 


2515 South Damen Avenue - Chicago 
New York - Cleveland - St. Louis - San Francisco 


PUAN ARR ARR RAR me eee! 


1 MID-STATES GUMMED PAPER CO. 


Can You Beat 


The Courier-Journal and The Louisville Times, offer- 
ing the largest combination morning-evening and the 
largest Sunday circulation in the South, gives a 
density of coverage that is hard to equal anywhere 
in the Nation... 


e They deliver 1 paper to every 3.4 units of Louisville 
population daily 


350,000 people .:. 


e They deliver 1 paper to one out of every 3 homes 


Kentuckiana’ every Sunday 


*Kentuckiana includes practically all of Kentu 
and a large portion of Southern Indiana 


They reach 95% of all homes in a city of more than 


in 


YES—you'll get coverage for your advertising dollar in... 


Ge Conricr-Zourual 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 


Owners and Operators of 


WHAS 


50,000 WATTS 
BASIC CBS OUTLET 
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Johnson Thinks 
lt Has Found 
Best Premium 


Racine, Wis., Feb. 28.—Amid the | 
flood of premiums with which na- 


| who 
|stores, allow 


|advertise prices. 


| facturer found, in a survey in a sin- 


|fair trade contracts, while many; Abe Plough Plans 


manufacturers, 
distribute 


particularly those 
through grocery 
nature to take its 
course and therefore are unable to 
One such manu- 


gle city, that his product, supposed 
to sell at 25 cents, was actually 
quoted all the way from 17 to 26 
cents in that area. 

Besides The American Weekly 
and New York News, which an- 


ADVERTISING AGE 


Model Drug Store 


Abe Plough, head of Plough, Inc., 
one of the nation's largest cosmetic 
and medicinal remedy manufactur- 
ers, has taken over from Liggett’s 
Drug Stores one of Memphis’ most 
prominent locations, where he plans 
to build a model drug store fash- 
ioned after the “drug store of to- 
morrow” at the Pharmacy exhibit 
of the New York World’s Fair. 

A 20-year lease, involving more 


Sergeant's Expands 
Advertising Program 


The 1940 advertising program for 


Sergeant’s dog medicines, made by 


Polk-Miller Products Corporation, 


Richmond, Va., has been increased 
21 per cent over last year. The 
schedule will run on a _ high-fre- 
quency basis in 15 general maga- 
zines and nine dog and pet maga- 
zines, covering 26 products in the 
line. 

Advertising will be supplemented 


Standard, Whittemore to 
Badger & Browning 


Badger and Browning, Inc., Bos- 
ton, has been appointed to handle 
the newspaper and direct mail 
advertising of Standard Acceptance 
Corporation, Boston. The account 
was resigned by Doremus & Co. 

Badger and Browning also has 
been appointed to direct the adver- 
tising of Whittemore Bros. Corpor- 
ation, Cambridge, Mass., makers of 
shoe polishes, cleaners and dress- 


tional advertisers are constantly : : " aie ; than $150,000, has been taken on the | by point-of-sale aids and direct pro- | ings, with J. Paul Hoag, vice-pres- 
tempting consumers in various |mounced the Johnson dividend last site The store will open May 1. motion to dog owners. N. W. Ayer ident, in charge of the account 
parts of the country to sample their | Sunday, the Fibber McGee program idieeiiiiieginn & Son handles the account 

wares, officials of S. C. Johnson &|0n the NBC Red network has also - 

Son, Inc. believe that they have | brought the tidings to householders Young Appoints Korn Appoints Sweeney 


found one which will find a response 
poth among present users and that 
floating patronage which is always 
on the lookout for a bargain. 

The Johnson premium has a 
more dignified term. Advertising 


~~ 


|'in selected markets. 
| will be brought to the Middle West 


The dividend 


early next month. Needham, Louis 
& Brorby, Chicago, has the account. 


Young's Rubber Corporation, 
New York, has appointed J. M. 
Korn & Co., New York, as its mer- 
chandising and advertising counsel. 


Eliel Resigns 


Richard H. Eliel has resigned as 
sales manager of College Inn Food 
Products Company, Chicago 


Jack Sweeney, 729 Boylston 
street, Boston, has been named New 
England advertising representative 
for Garden Digest. 


which has introduced it on the Pa- 
cific and Atlantic seaboards refers 


‘ 


to it as a “consumer dividend,” 
and it actually consists of a bonus 
of one-third, made possible by use | 
of a can 331% per cent larger than 
the normal. The “bonus” is spot- 
| 


lighted by the label, which points 
out that the extra third is a divi-'| 
dend to consumers. 


Entire Story Told 


A GREATER 
EW ENGLAND 


The enthusiastic response to the 
Johnson offer is believed to be due 
in part to a device which is denied 
many of the most persistent users 
of premiums. Strange as it seems, 
this is nothing more elaborate than 

statement of the price. All John- 
son advertising of the new dividend 
contains a list of the prices charged 
for Glo-Coat, Johnson’s liquid wax 
nd Johnson’s wax in paste form. 
The company believes that this 
forthright advertising is more effec- 
tive than that which holds out the 
offer of a premium, an extra pack- 
age for one cent or some other 
nducement, but which fails to dis- 
close the fact of fundamental im- 
portance—the sum the consumer 
will be asked to pay. 

Johnson’s products are sold under 


Here Is the Man 
You’ve Been 
Searching For 


This man has experience and a back- 
ground of achievement that few 
men can equal in sales, advertising, 
business management and sales pro- 
motion. 


ONSTRUCTION contracts awarded in New 
England during 1939 totalled $255,223,000, 
with substantial increases in the three important 
classifications. Commercial Buildings showed a gain 
of 11.19%; Manufacturing Buildings 33.6%, and Resi- 
dential Buildings 37.5%. 


He is old enough and has made 
enough mistakes to be cautious. 


He is young enough to have crea- 
tive ideas and strong enough to put 


Noteworthy increases were made in the Boston, 
them into operation. 


Bridgeport, Fall River-New Bedford, Hartford-New 
Britain, New Haven-Waterbury, New London, 


He is human enough that employ- 
ees, business associates and clients 
admire, respect and trust him. 


Providence, Springfield and Worcester districts. 
He is capable of thinking big 


thoughts and doing big things and 
thorough enough that details are 
important. 


In these areas, and all other important buying 


centers, The Yankee Network dominates by pro- 
He has an excellent record of per- 


Sona! sales and knows how to inspire viding the only complete all-New England Corey 
a es f imi i e . . . 
ve orce to similar action. WNAC Boston WNBH New Bedford —the locally-effective, |8-stations impact essential 
He is a tireless worker and, of WTIC  Harthord WHAI Greenfield ; ee : ie 
course, his character and integrity WEAN Providence WBRK Pittsfield for volume sales in this rich, responsive market. 
are beyond reproach and open to Ww os 
"he closest scrutiny. WTAG 7 aan WLLH | Lowell 
. i rt 

He is willing to start at $10,000 if WICC jee 'Lawrence 
real opportunity exists and he is, WNLC New Lond WLNH Laconia 

conscientiously, more interested in ee WRDO A t 
"ne Opportunity than in the starting WCSH Portland — . 
"gure. WLBZ Bangor j Lewiston » 
| WCOU ) Aub 
“te can be available as early as WFEA = Manchester ieee 
April Ist, and a personal interview WSAR _ Fall River WSYB_ Rutland 

“@n be arranged before that time. 
Tour reply will be treated confiden- 


y. 


INC. 


Representatives 


EDWARD PETRY & CO., 


Box 2051, Advertising Age, National 


Chicago vanes 


Exclusive 
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Me a, Me 
i. Biss it 
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Eastern Rail Lines 
Ponder Auto Tie-up 


Introduction of an auto-rail tie- 
up patterned after the program re- 
cently announced by 11 Western 
roads in cooperation with Railway 
Extension, Inc., is being considered 
by major Eastern lines. 

Discussions of the project are be- 
ing conducted under the auspices of 
the Trunk Line Association, New 
York. 


Paul Teetor Advanced 


Paul Teetor, assistant 


editor of | 


Says Fast-Moving 
Fiction Requires 
“"Flash’’ Ad Copy 


Researcher Shows Rela- 
tion Between Effective- 
ness and Tempo 


The Rotarian and of Revista Ro- | 


taria, the Spanish edition, for the 
past eight years, has been made 
business and advertising manager 
of the publications, succeeding 
Harvey C. Kendall, resigned. 


WOFF to Gellatly 

Civic Broadcasting Corporation 
has appointed Gellatly, Inc., New 
York, to represent Station WOLF, 
Syrcause. The station will go on 
the air in March. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


New York, Feb. 29.—The ‘“‘tempo” | 


lof a piece of magazine fiction has 
an important bearing on the effec- 


|tiveness of an adjacent advertise- | 


|ment and also may be considered as 
a guide to the type of copy most 
likely to click, according to the re- 
sults of a survey released here by 
Samuel E. Gill, market researcher. 

Dividing stories into two groups, 
“virile, fast-moving,” and “languid 
and weak,” Mr. Gill reported that 
scores on impression value ranged 
from 33.2 for a quarter-page inser- 
tion adjacent to a “weak” story to 
88.8 for a full page run in conjunc- 
tion with a “strong” piece of fiction. 
He pointed out, however, that the 
terms “weak” and “strong” are no 
reflection of the quality of the story 
|but merely the tempo that char- 


a, 


!which is 
| illustration, is more effective next to 


'transferred to the 


AUTOMOTIVE LINAGE SHOOTS UPWARD 


JANUARY 1940 - 1939 Loss GAIN 
CLASSIFICATIONS -10 0 10 20 x» “ so 6 
ReTaiw O.1g 
GENERAL -2.6 
AuTomoT ive 57.5 
FINANCIAL “1.0 | 
Tota DisPray 1.6 | 
CLASSIF NED 2.5 
TOTAL ADVERTISING 0.7 
DEPARTMENT STORES 1.2 
-10 0 10 


Biggest news in the Media Record chart 


20 x « sO w 


of newspaper linage in 52 cities during 


January of this year and last is the tremendous upward spurt in automotive 
linage, while other classifications showed little change. 


acterizes it. The survey also showed 
that certain kinds of copy are better 
suited for one of these story types | 
than for the other. “Flash” copy, 
strong on headline and 


a fast-moving story because here the | 
reader’s attention must be forceably 
advertisement, | 
while advertisements heavy with 
text are likely to attract the gaze 
of a reader as attention wanders 
from a more leisurely paced yarn. 
The study was conducted with 
two groups of university students. 
Fiction specimens in the “fast” and 
“slow” classifications were chosen, 
titles and illustrations removed, and 


| books. 


|the stories run single-column in a 


scrap book together with advertise- 
ments which had not yet appeared 
in a publication. The same adver- 
tisements were used in both scrap- 
The books were then sub- 
mitted to two separate classes of 
students who were given 30 min- 
utes to read the stories. 


Students Used 


One week later the stories were 
given to the opposite groups to read, 
with new advertisements inserted. 
The students were asked to rate the 
stories, on a scale of 1-10, on “in- 
terest,” “tempo,” and “tension,” 
which were considered elements de- 
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annual payroll. 


North 


largest air base. 


senting annual 
$2,000,000. 


on the Bay. 


Tuna canneries, 
OOO industry. 
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17 hours to New 


Downtown San Diego. A 
modern, thriving city. 


Navy ships in San Diego Bay. 
Representing a $30,000000 


Island. Uncle Sam's 


Public Utility Plant, repre- 


Beautiful new Civic Center 


Aircraft factories, including 
the huge Consolidated plant. 
$45,000,000 backlogs here. 
$6,000,000 annual payroll. 


Lindbergh Field (the original!), 
Five minutes to downtown. 
Land or seaplane facilities. 


York. 


Coronado, where many 
wealthy Navy families reside. 


payroll of 


a $10,000, 
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Just one “buy” covers Southern 
California’s 2" Largest Market 


Get San Diego fixed in your mind. A $100,000,000 annual market ... 
Over a quarter million people 
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within the city... 


San Diego's isolation (100 miles) from other large Southern California 


will deliver 


If you're in Southern California, you should 
be in The SanDiego Union and Tribune-Sun! 


messages per day (Sunday 45,000). 
No outside help needed for “coverage”. 


cities, makes it the ideal test market of the coast! .. . Best of all 
... economical to sell because only one newspaper “buy”, The 
San Diego Union and Tribune-Sun, 
better than 75,000 


Merchandising Help 


Our personal acquaintance 
with every jobber, whole- 
saler, broker and key retailer 
is at your service to help intro- 
duce merchandise or increase 
distribution. 


SEND FOR STANDARD 
MARKET DATA FOLDER 


Member of Associated Weekly Magazine and Comic Sections Color Group 


Represented nationally by WEST-HOLLIDAY CO., Inc. 


New York «Chicago «Detroit «St. Louis «Seattle - Portland « San Francisco*Los Angeles 


| “fast” 
scores were recorded. 


signed to offer a fair evaluation 9; 
and “slow.” The following 
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Impressions Ranked 


Two weeks after the first tes; 
subjects were asked if they had seer 
the advertisements. Uncertain an. 
swers were eliminated. Impression 
ratings were as follows: 


“A” Adver- “B” Adver. 

tisements tisements 
After 1 week. .61.2 60.1 
After 2 weeks. .60.6 47.5 


Size was found to have great in. 
fluence on the impression value, 
with the latter decreasing steadily 
as the insertions grew smaller. How. 
ever, this decline was more marked 
in the “B” advertisements: 

“A” Adver- “B” Adver- 


tisements tisements 
Full page ..... 88.8 81.5 
Half-page ..... 52.3 46.7 
Quarter-page .41.6 33.2 


A further breakdown was made 
according to the makeup of the ad- 
vertisement. Advertisements were 
arbitrarily divided into two groups, 
those with strong illustration or 
head and those which relied princi- 
pally on text. On this basis the 
following scores were produced: 


sad. Nid Adver- ony? Adver- 


tisements tisements 
Predominantly 
Illustration .69.0 40.9 
Predominantly 
Copy .......52.8 66.7 


Despite a number of variables, 


such as the reading habits of the | 


individual, and the difficulty of defi- 
nitely placing all stories in either 
of the two categories, the conclu- 
sions drawn from the survey are 
that the type “A” story produces 
good “name impressions” while the 
“B” story is better suited to ‘copy 
impression.” 


Apology Pays Tribute 
to Advertising Power 


A tribute to the power of adver- 
tising appears in an advertisement 
of A. E. Rittenhouse Company, Inc. 
Honeoye Falls, N. Y., in the Febru- 
ary Electrical Merchandising 
Headed “An Apology,” the space is 
devoted to expressing regret that 
the company’s entire 1939 produc- 
tion of door chimes was sold out 
Dec. 2, although the plant was op- 
erating 24 hours a day. 
| The advertisement, placed by F 
A. Hughes & Co., notes the Ritten- 
house policy of “a constant national 
|}advertising program to sell 
| merchandise to the public.” 


Re-elect Officers 


W. M. McIntosh, San Antoni 
was re-elected president of the 
Texas Newspaper Publishers Ass0o- 
ciation at its meeting in Lufkin 
Other officers, also re-elected, ar 
Frank W. Mayborn, Temple, and 
A. E. Clarkson, Houston, vice-presi- 
dent and treasurer, respectivel) 
and C. W. Tabb, Dallas, secretary. 


—— 
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HARD TO FIND Apportion Advertising 
ae The $161,200 appropriated by the 
. ; state of Pennsylvania for tourist 
Warrant Charges JU advertising has been apportioned 
‘Medical Violation j+., as follows: national magazines, 
as sate omens preens we See | $80,000, newspapers outside the 
ae SS ee state, $61,700; and other publica- 
cao une Chariottedl pireew So. | tions, maps, folders, booklets, slides, 


feoler Style & 


nm one Mr McGill } 
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o wtate REI PAINT CO, 
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$2) MAIN STREET PEORIA 
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This extraordinary makeup boner ap- 
peared in a Peoria, Ill., paper on George 
Washington's birthday—which may ex- 
plain everything. The head of Asso- 
ciated Doctors, says the news story, | 
‘could not be located," although the | 
organization's advertisement appears im- 
mediately below. | 


New York Fair 
Woos Middle West 
with New Exhibit 


Chicago, Feb. 28.—In an effort to 
thaw out the Middle West’s apathy 
to the New York World’s Fair, 
which will have its 1940 renewal 
May 11, an office and exhibition 
was opened in the Stevens Hotel 
here today. Almost every phase of 
Midwestern activity represented at 
the Fair has its counterpart in the 
Chicago exhibit, on which artists 
have been working for weeks. 

The displays feature the contri- 
butions of this territory in science, 
agriculture, industry, education 
and the arts. Large murals show 
typical scenes in the oil, dairy, rail- 
road, automobile and livestock in- 
dustries, as well as in agriculture. 
Another medium used is modern- 
istic sculptures, designed by Chi- 
cago artists to depict 1940 housing, 
art and decoration, the physical 
forces of nature, engineering and 
amusement, all of which play an 
important part in the World’s Fair. 

Harvey D. Gibson, chairman of 
the board of the Fair, was present 
for the opening of the exhibit, with 
members of the Illinois Advisory 
Committee. Nathaniel C. Owings, 
Chicago architect, has been ap- 
pointed head of the Middle West 
participation committee. Members 
of his staff include A. C. Martin, 
who was associated with A Century 
of Progress, and C. L. Lee, personal 
representative of Mr. Gibson. 
Finally, Howard G. Mayer has been 
appointed Midwestern press repre- 
sentative. 


motion pictures and posters, $18,700. 


_Al Paul Lefton Company, Philadel- 


phia, is the agency, with W. Holmes 
Dryden as account executive. 


Pollock Joins Waters 


Janet Pollock has been appointed 
assistant to Arthur 
general manager of Norman D. 
Waters & Associates, New York. 
She formerly served in the same 
capacity at Sterling Advertising 
Agency, New York, with which Mr. 
Paderewski was associated. 


Paderewski, | 


| Barclay Renews 
Puzzle Series 


in Spring Drive 


Detroit, Feb. 28.—The entertain- 
ing newspaper campaign which 
yielded such generous results for 
Caravan whisky last fall will be re- 
peated this spring, Newton E. 
Tarble, vice-president and general 
sales manager of Jas. Barclay & 
Co., Ltd., announced today. Virtu- 
ally the same list of 99 papers in 82 
| markets will be used. 

Each advertisement in the new 
| series, as in the old, will present an 
intricate puzzle or trick, and give 
the solution. The elaborate props 


necessary to famous stage illusions 
have been ruled out and the cam- 
paign will be confined to “magic” 
which can be performed with im- 
plements found in every home. 


Ends Purchase Puzzle 

While the advertising seems 
likely to make every reader a 
magician, the appeal is made, not 
on that ground, but on the basis 
that the purchase of Sherry- 
Blended Caravan ends the puzzle as 
to which of hundreds of advertised 
brands of whisky represents the 
most satisfactory purchase. 


a trick often regarded as highly 
mystifying. The phrase, “Sherry 
Blended,” is also given credit for 


|}some of the success of the Barclay 


advertising. Brooke, 
French is the agency. 


Smith & 


Powell Joins Ayer 

Richard Powell, formerly on spe- 
cial assignment for the Philadelphia 
Evening Ledger, has joined the pub- 
licity department of N. W. Ayer & 
Son, Inc., Philadelphia. 


Chair Company Appoints 


Headlines ask, “Does whisky buy- | 


na 


ing puzzle you?” and the conclusion 
is drawn that Caravan ends the 
confusion of the average man as 
neatly as the advertisement solves 


McGiveran-Child Company, Chi- 
cago, has been named to direct the 
advertising of the Great Northern 
Chair Company, Chicago, maker of 
wood and metal furniture. Milton 
J. Klee is account executive. 
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hat can I plant on a shady grave? 


off FROM A LETTER TO THE CLEVELAND PRESS Ie 


Your TRADE-MARK and AD 
On CIGARETTES and PACKAGE! 


* AT POPULAR PRICES @ 


ae i! 
, “"! Gesign a novel package for your business 
* your firm name, trademark, emblem, or 
. each cigarette. 20 ads in every pack! 
~ te 3 these cigarettes ideal for conventions, 
‘wersaries, dealer and jobber meetings 
building by salesmen. 


\atural’’ for special promotions! 
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your business stationery for an interesting 
FREE sample and details 


Reomon Tosacco Company, Inc. 
Graybar Building + New York City 


Telephone MOhawk 4-4202 


INTEREST in gardening is a common denomi 
nator. It cuts across all social and economic 
levels. It displays itself equally in the fashion- 
able heights and suburbs and in the grimy in- 
dustrial districts. 


CITY BEAUTIFICATION starts with the public 
parks, and under the inspired prodding of The 
Press, Cleveland's parks spread and 
bloomed amazingly. Community parks, spon- 
sored by churches, settlement houses, and the 
like, are the second step. 


have 


THE PRESS gives prizes for the best lawn, the 
best vegetable garden, the best flower border, 
and the best general yard development. The 
city is divided into sections, and the sectional 
winners compete for the prize for the best gar- 
den in Greater Cleveland. The Cleveland win- 
ners take prizes in the National Yard and Gar- 
den Contest. 


DONALD GRAY is gone, but his work will long 
survive him. “If you seek his monument, look 
about you.” 


How SMALL a garden is a six-foot grave! But 
where, in all the world, ts one so pac ked 
with emotion? Its proper planting ts the 
last tribute to the memory of a loved one, 
and a= serious problem to the bereaved 
The 
Cleveland Press. But that is what all Cleve 
landers do; for they know that ‘The 


woman. She turns in her trouble to 
Press 1s 
there to help. In gardening especially, “The 
Press qualifies as an expert. From ig32 until 
his untimely death last year, it retained 
Donald Gray to help make Cleveland more 
beautiful. Now Henry L. 


is carrying on the work. 


Pree, his former 
associate, 

Cleveland has responded to their stimuli. 
Ihe estates of the rich and the tiny yards 


of the poor blaze with flowers. Cleveland's 


parks and playgrounds are becoming things 
of exciting beauty. There is an eager spirit 
of competition, individual, sectional, urban. 

And it all centers in The Press. The Press 
inspires, guides, teaches. The gardening ed 
itors have received more fan mail than any 
other department. But their work ts not 
measured by the planting of gardens. They 
have planted civic pride, Community spirit, 
love of beauty, and the inner gratification 
that flows from the good earth. 

Phere can be no stronger evidence of the 
Power of a newspaper than the way the peo 
ple of Cleveland are turning to gardening 
at the suggestion of The Press. Power— 
power to do good; power to move goods. 


@e | bhe Cleveland Press 


A SCRIPPS - 


WowaArRD NEWSPAPER 


Chicago San Francisco 


MEMBER OF THE UNITED PRESS OF TH 


NATIONAL ADVERTISING DEPARTMENT OF SCRIPPS-HOWARD NEWSPAPERS, 250 PARK AVE 
Los Angele« 


AL DIT BUREAT 
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Ghirardelli on Air 


Ghirardelli Company, San Fran- 
cisco, is sponsoring a new 15-minute 
program once a week over stations 
of the Columbia Pacific network. 
The program featuring Frank Gra- 
ham and his “Prof. Cosmo Jones,” 
is directed by Erwin, Wasey & Co., 
San Francisco. 


O'Leary Joins Diener 
Wm. L. Diener, Inc., 
Grand Rapids, Mich., 
Walter M. 
office in a 
He has been 


Chicago and 
has appointed 
O’Leary to its Chicago 
copy and contact post 
a copywriter and mar- 


ket analyst with Henri, Hurst & 
McDonald, Inc., Chicago, for four 
years. 


Exhibition at Ad Club 


The outstanding achievements in 
advertising for which the Annual 
Advertising Awards for 
given recently will 
tion at the Advertising Club of New 
York beginning March 4. Mayor 
Fiorello H. LaGuardia will formally 
open the Salon. 


Rico Products Appoints 


Rico Products Company, New 
York, has appointed Redfield-John- 
stone, Inc., to direct the advertising 
of Rico Vitamin B, solution for the 
growth of flowers and plants, using 


|ing and the revolt, 


1939 were | 
be on exhibi-| 


|dealers might band together 


N. Y. Liquor Stores 
Urge Distillers 
to Uphold Prices 


New York, Feb. 29.—Indifference 
on the part of distillers to enforc- | 
ing fair trade prices here may lead | 
retailers to adopt an attitude of 
non-cooperation in displaying and 
pushing nationally advertised| 
brands and the more extensive sale | 
of private label liquor, if legislation 
to enforce price contracts, now 
pending in Albany, falls through, 
according to George Winkler, secre- 
tary, Greater New York Liquor 
Stores Association. 

Retailer dissatisfaction with the 
price-cutting situation is increas- 
which is now an 
individual reaction, may take the 
form of a broad movement, he said. 
However, the possibility that liquor 
to ad- 
vance their own complete line, in- 
cluding straight and blended whis- 
kies, gin and possibly Scotch, is not 
serious at present, he declared. 

The pending state legislation is 
designed to put teeth into the Feld- 
Crawford act by making it a mat- 
ter of court contempt to disregard 
injunctions brought against price 


|the State Liquor Authority a party | 
injunction proceedings and | 


to the 
would give the SLA the power to 
revoke or suspend the license of the 
guilty retailer. 

That distillers are indirectly 
couraging price cutting, Mr. Wink- 
ler asserted, is evidenced by the 


| increasing practice of granting ab- | 


{normal discounts for quantity buy- 
ling. It is obvious, he declared, that 
|when retailers who have been ac- 
icustomed to buying 20 cases sud- 
\denly buy 100, the only way they 
can hope to dispose of them is to 
lower the price. While price cut- 
|ting may not be done openly, many 
stores have private “deals” with 
their regular customers. 


London Advertising 
Exhibit on Display 


Posters designed by some of Eng- 


in an exhibition of advertising for 
urban travel, called “London Trans- 
port,” which will be 
March 6-31 in the Hall of Graphic 
Arts, Franklin Institute, Philadel- 
phia. Included in the display are 
75 recent posters and about 50 
booklets, schedules and brochures. | 


don Passenger Transport 
arrived in this country just before 


magazines and newspapers. cutters. The new bill would make] war broke out. 
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New Account 
. 
Certain-teed Products Corp. 


Manufacturers of Roofing Prod- 
. Insulation Board 
Wallboard Lath 


and Plaster Building Materials. 


ay 


Gy psum 


NEW YORK 


71 Vanderbilt Avenue 
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eae oe le ws Bi se nee A, 


& ROSS 


CLIENTS 


P.& FP. 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 
Aluminum Seal Co. 
American Can Company 
American Lumber 
& Treating Co. 
American Magnesium The B. F 
Corporation 
The Austin Company 
The Bassick Company 
The Bryant Electric Co 
The Bryant Heater Co 


Central National Bank 
of Cleveland 


Certain-teed Products 
Corporation 


Chase Brass & Copper Co. 

Cleveland Fruit Juice Co 

The Cleveland Railway 
Company 

The Climalene Company 


Commonwealth Shoe 
& Leather Company 


Corbin 
Mark Cross Company 


The Crowell-Collier 
Publishing Company 
Detroit Steel Products Co 
B. F. Drakenfeld & Co., Inc. 
Emery Industries, Inc. 
Firth Carpet Company 
Fostoria Glass Company 
Goodrich Co. 
Brunswick, Diamond, 
Hood and Miller Tires 


Goodrich and Miller 
Drug Sundries 


Hercules Powder Co.., 


Kensington Incorporated 
of New Kensington 


Lewis & Conger 

Lincoln Bag Company 

The National Screw & 
Manufacturing Company 


New York University 
Olney & Carpenter, Inc. 
The Patterson-Sargent Co 
The Pennzoil Company 
Plymouth Cordage Co. 
Presto Recording Corp 


Steel Founders’ Society 
of America 


The Strong, Carlisle & 
Hammond Company 


The Trundle Engineering Co. 

University School 

Virginia Hot Springs Co. 
The Homestead Hotel 

The Ward Products Corp 


Westinghouse Electric 
& Manufacturing Co. 


Westinghouse Electric 
Elevator Company 

Inc Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Company 


Westinghouse Lamp Div. 
Westinghouse X-Ray Co. 
West Penn Power Co. 


The WGAR Broadcasting 
Company 


White Sewing Machine Co 
WIR The Goodwill Station 
The Wooster Brush Co. 
The Wooster Rubber Co. 


LEVELAND 
1501 Euclid Avenue 


en- | 


land’s leading artists are included | 


exhibited | 


| 


The material, which was arranged | 
through the cooperation of the Lon- | 
Board, | 


TELLS ALL 


“Sour note is struck in ‘Five Angels hee = 
when Stalin eppears in hneup with > rf _ 
Mussolini. @ Jap and Hitler by a 
Needles’ totters.” ’ 


Sih forthe NEM PINS oi NEEDLES 


If not tempted 
knows how to 
N.Y. Times 


a 
Ebullient spint not preserve 
to rest on its leurels, Lebor = 
wt on @ good show.” 
“peaduems have felt the need to spice \~ — 
with a dash of red- baiting yet «any 4 a 
under the skin.’ 


100% forthe NEM PIN NEW PINS ane NEEDLES 


ever.” — ald Tribune 

better than * W atts—Her 

Rpg it through three editions and cal) this 

‘Extra’.” Anderson—|oarnal — 
“Three years old end prickly fun a 
‘Dull moments are aa to be found Vo end 

and Needles” bipple—W’ or 7 — 
Unique a is fun.” bre ww 

or 

“A merry evening 
“Liveliest musical in town.’ Pollach—Bahlyn ie 
“Evoked robust « _ Coleman—Mirr 


“Rome scores again, 
| in humor and setire.” 
“Better put together, 
3 med ” 

= adult revue in town.” ' Benchley, New Y orker 
“Bright and spontaneous ayy ed 
“No better entertainment buy on Biway — 
“As swell a show enyone could want.” Bil 
“Spirited, enthusiastic * Christian Science Monitor | 
“Enjoyable experience ” Rice—! Moraing Vclegnape 
“Improves with eee Price—Brookl yn Citizen 
“A great show.” Hollywood Reporter 
“Lilting —, brillient sketches.” Bx aaa an 
“A good sh: ‘a a nace | 
o ‘ Fs 
“Crammed fal # — GliderT eat Arts 
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Arthur Rosenberg, head of Arthur Rosen- 

berg Company, New York, thinks this is 

the first time a theatrical production has 

advertised adverse as well as favorable 

reviews. The advertisement appeared in 
New York newspapers. 


| Announce New Award 


The Columbia Scholastic Press 
Association will include  litho- 
graphed publications in its 16th 
annual student publications contest, 
announcing award winners March 
16, last day of the association’s con- 
vention at Columbia University, 
New York. 


Spartan Campaign 


ee 
— 


Ties Up with New 


Aviation Interest 


| 
| 
| 


|pilot training program and 


Kansas City, Feb. 27.—Beli 
that the government-sponsored 


4 all 


ac. 


| companying publicity will rene. 


terest in aviation as a profess; . 
the Spartan School of Aeronautics 
Tulsa, Okla., has appointed Potts. 
Turnbull Advertising Compan 
Kansas City, as its agency to o 
duct its 1940 campaign in nationa) 
magazines and two South Americap 
publications. 

Aimed at the students who « 
or do not wish to qualify for goy. 
ernment-sponsored flying courses 
the advertising will appea: 
American Magazine, Aviation, C 
mopolitan, Popular Aviation, P 
lar Mechanics, Popular Science ang 
Redbook. South American publica. 
tions which will carry the copy are 
Carteles and Cine-Mundial, a spe. 
cial department including Spanish- 
speaking instructors being featured 
in this advertising. 

“Will you be flying or drifting?” 
is the theme developed by the copy 
which declares that this training 
prepares the student for a place ip 
“the industry of today and tomor- 
row.” A choice of aviation’s majo: 
fields—flight, engineering, mex 
ics and radio study—is offered the 
applicant, with requirement for en- 
trance to the school being a hig! 
school education. The schoo! 
owned by W. G. Skelly, president of 
Skelly Oil Company. 


Rich Joins Wallace 


W. W. Rich, formerly gener: 
works manager of Oneida, Ltd 
Oneida, N. Y., has been made a di- 
rector and elected vice-president 


not 


OS- 


Du- 


nan- 


|and general manager of R. Wallac 


& Sons Mfg. Co., Wallingford, Co: 


Frey Succeeds Olmstead 


Adolph O. Frey has been ap- 
pointed executive’ vice-president 
and secretary of the Pittsburg! 
Convention and Tourist Bureau, 
Inc., succeeding David Olmstead 
who resigned in November. 


_ NATIONAL | [ADVERTISING 


FOR YOUR COMPETITOR? 


CREATING BUSINESS he | 


from 4,978 to 750,000, 


THAT creating the desire to pur- 
chase is not enough. 


THAT a large percentage of sales 
are lost because people who do not 
know where to buy a given na- 
tionally advertised product fre- 
quently get into the competitor's 
store to be sold some other brand. 


THAT more than five times as many 
people where to buy na- 
tionally advertised products when 


know 


national accounts. 
request. 


OAc STANDARD 


An analysis of the certified survey made on 20 na- 
tional accounts in 13 cities, ranging in population 
in 6 states, 
much national advertising does just that. 


Write for your free copy of this analysis. It proves: 


Also write for the new publication, 
Successful Dealer Sign Program," 
tories of successful programs as used by represente!'ve 


y COMPARISON 


indicates that 


advertised at point-of-purchase by 
dealer signs, than when no sign is 
used. 


THAT a dealer sign program ‘s 
necessary to consummate the sales 
that make national advertising 
profitable. 


THAT Artkraft Neon Dealer Signs 
offer the surest, best way of accom: 
plishing the job and at lowest cost 
possible. 


“How to Set Up 4 
with actual case his 


A copy will be sent to you free upon 


The World's Largest Manufacturer of All Types of Signs. 


THE ARTKRAFT SIGN COMPANY “SF. 


GENERAL OFFICES, 900 E. KIBBY ST., LIMA, OHIO, U. S. A. 
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PUSHES COSMETICS 


PRESENTING OIL-BALANCE 


WITH 


BOTANYgLANOLIN | 


« Leauty Secret 
evety woman will 


apy teciate.. 


Cece sow © have "el ad of rome enon 
orher women erry You con the OF Boverced 


| al any uae im PRODUCTS 


wong og 
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The new lanolin cosmetic line of Botany 
Mills gets vigorous promotion in this 
three-column newspaper advertisement, 
which stresses the company's position in 


the fabrics field. 


Botany Lanolin 
Drive Extended | 
to 14 Cities | 


Passaic, N. J., Feb. 28.—Following | 
three months of limited newspaper | 


tests, Botany Mills, well known 
textile concern which last fall en- 
tered the cosmetic field with a 


number of lanolin products, has just 
extended its distribution and adver- 
tising to 14 major cities on the East- 
ern seaboard. 

In addition to newspaper inser- 
tions in each of the cities, spot radio 
is also being used. In Richmond, 
Va., one of the test cities, a half- 
hour daily beauty advice program 
is scheduled, while in the other 
areas announcements are _inter-| 
spersed with music. 

By-Product of Wool 

The theme of Botany’s advertis- 

ng is that a proper beauty treat- 
requires “oil-balance.” The 
company’s items which are said to | 


contribute to this condition are 
Botany’s Lanolin soap, pure lanolin 
nd lanolin cleansing cream. The 

rently strange situation of a 
textile company merchandising cos- 


hes is explained by the fact that | 

lanolin is a by-product of wool. | 
Alfred J. Silberstein is the agency 
h 


in ¢ large. 


(Photos That Breathe"— 


| been made western manager 


“Mepinan Today” Memes 


| Regional Managers 


Bob Mertz has been named East- 
ern manager of Hardware Today | 
with offices at 225 W. 34th street, 
New York, and Ted Sullivan has 
with 
offices at 415 N. La Salle street, 
Chicago. The publication made its 
debut with the January issue with 


}a controlled circulation of 30,000 


copies. It is published monthly. 
William H. Wood, vice-president 


lof the National Research Bureau, 


Inc., is publisher; David Watson is 
vice-president and publishing direc- 
| tor, and John R. Hazard is editor. 


| Retires from Agency 


Charlton Keen, with Groves- 
Keen Advertising Agency, Atlanta, 
for 10 years, has retired from the 
agency to manage three Coca-Cola 
bottling plants in Florida. His 
headquarters will be in Marianna, 
Fla. He is a past president of the 
Atlanta Advertising Club and a 
past governor of the ninth district 
of the Advertising Federation of | 
America. 


Chains Gird to 
Fight Patman 
"Death Tax’ Bill 


New York, Feb. 27.— With the 
Patman chain store tax bill almost 
certain to come to a head during the 
present session of Congress, mem- 
bers of Affiliated Drug Stores, hold- 
ing their semi-annual meeting here 
expressed concern over possible 
passage of the bill, which they 
heard described as the first attempt 


trade walls around the 48 states. 
In attacking the bill, Godfrey M. 
Lebhar, editor, Chain Store 
declared that it violated the spirit 
of the constitution, being “in direct 
conflict with the best interests of 
| the nation as the founders conceived 


| them. They believed that the wel- | 


»| Stitutions to buy within their 


of the federal government to erect | 


Age, | 


|fare of this nation depended upon 
|complete freedom of intercourse 
| between the states,” he said. 


“Balkanizing” Country 


Mr. Lebhar pointed out that the | 

increasing restrictions on interstate | 
;}commerce are resulting in a “Bal- 
Kanization” of the country’s econ- 
lomy. Not a single state is without 
at least one trade barrier law on its 
| books, he said, while the average 
)}state has more than six. These 
barriers include “ports of entry” 
jlaws, “use” taxes, ‘“margarine’”’ 
taxes, statutes requiring public in- 
state, 
and taxes imposed to restrict im- 
portation of out-of-state beers and 
| liquors. 
Urging defeat of the Patman 
|}measure, which would impose se- 
vere levies on chains operating units 
outside their home state, Mr. Lebhar 
;also called for the elimination of 
|all trade barriers and declared, “we 
cannot promote the interest of one 
state at the expense of others with- 
out losing more than we gain.” 


Four NIAA Chapters 
‘Sponsor Conference 


| Indianapolis, St. 
'kee and Chicago 
National Industrial Advertisers As- 
sociation are sponsoring a regional 
conference for industrial advertis- 
ers in Chicago April 19. 

W. D. Murphy, advertising man- 
ager, Sloan Valve Company, Chi- 
cago, is general chairman. Assist- 
ing him are E. J. Goes, advertising 
manager, Koehring Company, Mil- 
waukee, co-chairman in charge of 
promotion; Milo E. Smith, advertis- 
ing manager, Chicago Bridge & Iron 
Company, Chicago, program chair- 
man; Harry Neal Baum, advertising 
manager, Fairbanks, Morse & Com- 
pany, Chicago, and E. A. Gebhardt, 
vice-president, Commercial Adver- 
tising Agency, Chicago. 


Louis, Milwau- 
chapters of the 


Amer Joins Rep 


W. A. Arner, account executive 
with Geyer, Cornell & Newell Com- 
pany for the past ten years, has 
joined the New York sales staff of 
Theis & Simpson Company, Inc., 


publishers’ representative. 


Send for latest 48 page Cat- 
alog ... Almost 1000 new 


S TOCK PHOTOS 


Wide range of subjects. Deposit 
of $5 eredited against first pur- 
chase, 


BLACK BOX STUDIOS 


Established 10 years. 


136 East 57th St., New York, N.Y._! | 
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WORCESTER MARKET AREA IS IMPORTANT. 
ern counties of New Hampshire, northeastern Connecticut, central 
Massachusetts, and the top of Rhode Island — an area twice as large as 
Rhode Island in square miles and populated by three quarters of a million 
industrial and agricultural people. 


Sates, 


The central New England market — with sole primary coverage by 
WTAG — now listens to its favorite, number one radio station, 5000 


It includes south- 


A trial WTAG campaign will reach, among others, 
employees of one thousand different industries, whose present pay- 

roll compares dollar for dollar with 1928, and whose per capita food 

expenditures, for instance, exceed the U. S. average by 64%. 


ONE ENTRANCE ONLY. The Worcester Market Area is solidly 
walled by station coverage and preference. WTAG is the only entrance. 
*1000 WATTS AT NIGHT 


EDWARD PETRY & CO. INC. | 


RED AND YANKEE NETWORKS 


NATIONAL 
REPRESENTATIVE 


ee 
i: 


: beet = =e ati, oa te go ee, A wen si, ¥ sf 4 x A ae s Fa pune Ba * ah es s : - . ek = F ’ 2 E 2 e a die. Se = =a ‘ Kar: ~ F 
, 7 . 
C 
ca 
Ps ee 23 , eee 
7 ________ EEE el . LS 
, — $$ — —— ‘ 
| js et Ce: 
a 5 a” a AS 
- Le - = i 
| ns i ee - 
, an . ae a 
; he y ~~ tis 
, fs , ce 
] . : a 
n | * os eS e. : Bes 
x cme SE 
—_— ete 
2 eo , ‘ = ~~ 
| Vi — ee 
- ” el | _ ene 
hee on © © heey "eotmen Gore lerotin Preduct tor eccoumn tor her > | eae 
.~ — ames me me O bot roe vorem © ce for bo* © ae a 
d 24 of weer © good come 2.08 ° ama an ~ : re. es 
| | ° > Bee. 
ea Crunmemnes Ti a.) 
re | ae oy tw abet He jm ning but Wee simple Beowy ods ~ a es, 
<p $0 tei oten joromy Lonalin Cleersng Croom Boveny ‘ ‘ 
- | o- 6 prod.ch Sins Mer ere exces leven Swpertamed Soap. ond Botany Pure a 
| "yes cao wanes pee od may tt ene mer en eC i aceili 
- cam come, nang gue eg | SNNNS Vas OR eunne sett cond ’ NT sci 
4 nn ne EEE nn nT nnn nnn nn g 4 
| @ es a * 
P | nom 9 one of the CAGES BOavitying egere Berony Worried Mu crenters of Ne lomes : 
” | beeme te erence le the enununtly high per Bevery fabrics, ond one of the more ob. aden 7 .- 
age of Men precout ingredient @ Botony covices of lenolin in the country ae 
i ee 
ig | reremert Hore oda od i 
nf | cacSat 4 ne ee ae ee ee ar a 
‘ ste [ tn pel PEO IY ST SEER SES SEO SORE ETP EES DEER RESORTS PPS age ay 
© tory tanate Soup Ba Oak Shale el NaS COR Se AON ie a epee, Yee oe ee il ht pointes etn NO on pg Boe a ee 
or ieee | BOD a) aon Ao mere SSeS Us ER ei aa WON ie eG EOWA DUE DATS AQESS > . 2 
n- Ss = 
ne eo ie 
Ne . Py a, 
of ; ee “i : £: * . ” ee tm a a i 7 ‘ ‘ 
| a ‘ ¥ a 
| " i _ — a “4 
a 7 i Bia 
, | . ’ - >. Pies 
' a” iis ; us ae. i ao? . oF 
Ce , * 2 
Yr ys 2 — 
ican cay GROOVIN NY RTO ery Gath ray. Mos . - WY by = 
Mar Se ton titan Sr ere RS Ce OSe eR” 2) bait can 
. - ‘. Ath PRL tad Sy - we . At oy 3 ae ms ; ee? — . tad is 4 nx = i} A sy i i . y 3 Mes 0, 
3 i NN yy eae 
iu, i, ‘\ - Ny ‘6 mes 
} N SR Se ~~ 
Hk _ A?) = ti 
uy ¥ . 
k ay - ; * 
— > _ ( ™ A 
- 2 
| eet ea ae 
i XIX] ay .s 
y .. |} E r Se 
) KM ¢ -. 
a ah : ae 
REP Sapte RIM Fe NOTE EN oT POTTS ee ij2 & 
CE a EL EER ad Naf BE EAA NT fd ® 
bk 
ay pe Pt . a ‘< 
e 2 . 
x -. 
a a 
* " ; 
‘ U : * a 
_ : G A 4 toh 
as | 0 — °F 
| ee > 
a 
| : +. 
4 P a? ~~ : = 
 —— ™ :¢ 
- — _ 
¥ P ¥ i ° hi 
: _— a. | 
4 tell : 
a $ . 4 ot the 
> oe oun ; | a a 
, _ Peet q 
po : \ ar z 
4 hat 
d s = 
<2 3 - 
gn : 
F é 
NG 
7 Po - 
3 
3 
be 
£ 
saan 45 . +" : 4 > . i — ee heat) d es is » ees tg - on beta >) ae ; * ~. br “ , . - a 7 : x aes - 
= wighe” : ‘ or. re \ se Pat ; : 1 Fs a, : is eee CS ts a Nae tina £6 da HP fix. yt, nei nue CLA pee Ok ae DS Sa ome cbs * ? er: 
Sex, ger bs ie ea PE phere! Sets te. Aver a Pe) he A he tp. SR RE Sat ee : ted Fi. a ee . z f os 3 Oc re sei ae 


Ke ae . a ok re ey 


24 


ADVERTISING AGE 


March 4, 1949 


Super Markets Fight 
“Unfair Sales” Bill Dew Newspaper 


Independent Super Markets, Schedule Enlarged: 
Syracuse, N. Y., a group of five op- 


erators with 12 stores there, has Hits 14 Markets 


oined super markets in Schenec- | 
jaar. cap. Glens Falls and else- New York, Feb. 29.—Increased | 
where in a newspaper advertising| Use of newspapers for its deodorants 
and letter-writing campaign against | will feature an expanded program | 
the Parsons-Esquirol “unfair sales”|of Pearson Pharmacal Company, | 
bill now before the state legislature.| Inc., maker of Eye-Gene and Dew, | 
A recent amendment to the pro-| jt was learned today. While only 
posed measure eliminates the speci-|one newspaper carried Dew copy 
fic requirement of a retail markup} ),<+ year, the list has been extended | 
of six per cent and a_ wholesale : Spiga earrae : “ti ag) 
markup of two per cent, substitut- to 14 major markets, with five na- 
ting the words, “the cost of doing| tional magazines in support. 
business by the retailer or whole- A change in copy emphasis will 
saler as evidenced by the standards| also mark the Dew promotion, with 
and the methods of accounting] liquid and cream receiving equal 
regularly employed by him.” attention. Pearson is mixing ro- 
ae ‘ mance and realism in its deodorant 
Bub Succeeds Hood advertisements, using such blunt 
Garry Bub has been elected| headlines as “Check ugly perspira- 
president of Associated Advertisers,| tion at once,” and depicting “boy- 
Inc., Harrisburg, Pa., succeeding| meets-girl” situations, which end 
John R. Hood, who has resigned] happily, thanks to Dew. 
to become advertising director of Satisfactory results of “before and 
the Harrisburg Telegraph. A. Nor-| after” copy on Eye-Gene obviate 
man Gage succeeds Mr. Bub as sec- any radical change in copy for this 
retary-treasurer of the agency. product. The magazine list  in- 
cludes Collier’s, Holland’s, Liberty, 
Life, Look, Modern Screen, The 


PRS SSSSSSS SSS 
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Getting Personal _ 


1 Saturday Evening Post, Screenland 

1 i Unit, True Confessions, True Ex- 

I vy i periences, True Story and You. 

1 a ai i Morgan Reichner & Co. is the 

=Four ROSES = j| agency. 

—_—_ — . 
Wgeeneeo Permanent Pot a ile Dae, ! 

~ | | crc pegs | || WISV Increases Power 

i Gonttose fae 1} Newspaper space, window cards, 

1 i SS ) I} theater shows and a special pro- 

| | ae 1} gram over the Columbia Broadcast- 

i er 1) ing System will help celebrate the | 
{| increase in power of Radio Station | 

| 1; WJSV, Washington, March 7, when | 

1 y| A. D. Willard, Jr., general manager, | 


will throw a_ switch which will | 
change it from a 10,000 to a 50,000- | 
watt station. The new $300,000 


DISPLAY [DEAS |e aaa a 


BY CRYSTAL |i amen | 
Account to Bauer 

Adrian Bauer Advertising 
Agency, Inc., Philadelphia, has been 
appointed to handle the advertising 
for a group of 23 state-chartered 
building and loan associations. A 
newspaper campaign started late in 
. February, typical insertions being 
7 East 42nd St. four columns wide and 200 lines 
deep. 


‘RED 1020’ 


What is ‘RFD 1020’? 


A top-notch farm show broadcast 
by KYW six days a week, at 6 
to 7 AM, Monday thru Saturday. 


Where is ‘RFD 1020’ Heard ? 


It serves an immensely rich agricul- 
tural area containing 571,800 rural 
radio families — more than live in 
IOWA and MINNESOTA combined! 


What does ‘RFD 1020’ Cost? 


Your participation every day in 
the week (Sunday excepted, of 
course) costs only $81 per week. 


Who are ‘RFD 1020’ Advertisers ? 


Since January 1 such fine accounts 
as Du Pont, Allis-Chalmers, Wene 
Baby Chicks, Olson Rug, Menthola- 
tum, Flex-o-Glass, Kemp's Balsam. 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL + DESIGN + FABRICATION 


CRYSTAL MFG. CO. 


CHICAGO + NEW YORK 
1725 Diversey Blvd. 


westtinGuoouseE 


KYW 


NATIONAL BROADCASTING COMPANY 


“the RED network station 
in PHILADELPHIA” 


C. E. Stedman, v.p., Certain-teed Products Corp., is a Grade A 
spell-binder when it comes to presiding over a sales meeting. He 
manifests all the fervor of a revivalist, and sends his men back to the 
firing line determined to do or die for dear old Certain-teed.. . 

Ted Patrick, ace copywriter at Young & Rubicam, has had the last 
word to date in his controversy over the neutrality issue carried on in 
the pages of Look with Dorothy Thompson as his adversary. It all 
started with a picture story in the magazine by Patrick. The columnist 
objected to his arguments, and presented the other side in another 
story in Look. In the March 12 issue, however, the copywriter answers 
the answer with a letter to the editor which is a neat effort to put 
Miss Thompson in her place... 

Herman L. Brooks, president of Coty, Inc., who also heads the 
Toilet Goods Association, recently celebrated his 25th anniversary with 
the company. His is a Horatio Alger story, for his first job with the 
cosmetic company was as an Office boy... 

Hyla Kiczales, general mgr. of Stations WOV, New York, and 
WPEN, Philadelphia, is back at work. She has recovered from a four- 
week siege with intestinal grippe. . . 

Fred B. Wachs, general mer. of the Lexington Herald and Leader, 
has been named the most valuable citizen of his Kentucky community 
for 1939. A gold 
cup, donated by 
the Optimists 
Club, was pre- 
sented to him re- 
cently at civic 
ceremonies at- 
tended by 200 
people... 
ee ey ee ’ Charles Mc- 
pal A fhe sacl I Donough, a.m., 
rae ~ fie ea Combustion En- 

Oia gineering Corp., 
quoted an un- 
named tablemate 
at the February 
dinner meeting 
of the Technical 
Publicity As- 
sociation in de- 
fining an assist- 
ant industrial 
advertising man- 
ager as “‘a mouse 
learning to be a 
rat.”” McDonough, 
=— former TPA 
prexy, is now president of National Industrial Advertisers As- 
sociation. .. 

F. W. Giesel, business mgr., Cincinnati Post, was in Europe with 
his family last fall when war broke out. Consequently, he is in de- 
mand as an after-dinner speaker. He recently addressed the Cin- 
cinnati Co-Operative Club on “An Intimate Picture of the Conflagra- 
tion that Started World War II.” ... 

Charles Luckman, v.p., Pepsodent Co., is general chairman of the 
entertainment committee for the convention of the National Associa- 
tion of Chain Drug Stores, to be held at White Sulphur Springs, May 
23-25. In promoting the meeting, he has adopted a nautical theme, 
complete with “boat trains,” a “Captain's dinner,” and entertainment 
at a variety of “ports.” ... 

Sidney N. Strotz, v.p. and Chicago mgr. of the National Broad- 
casting Co., has been elected president of the alumni association of 
St. John’s Military Academy, of Delafield, Wis. Strotz was a mem- 
ber of the class of ’17. Fellow alumni recently tendered him a dinner 
in Chicago. . . 

Space buyers vacating their Chicago bases for Florida vacation 
spots last week included E. Ross Gamble, Leo Burnett Company; 
George Pearson, J. Walter Thompson Company, and Russell Van 
Gunten, Lord & Thomas... 

Larry Raymond, head of his own agency, is doubling in brass as 
conductor of a nine-week lecture course at Pasadena Junior College 
for business executives and their employes. . . G. J. Dunkelberg, ac- 
count executive on the Lycoming engine account for Hutchins Ad- 
vertising Agency, Rochester, has no trouble with those aviation terms. 
He’s a licensed pilot. . . 

Walter D. Fuller, Curtis Publishing Co. prexy, heads a “Job Mob- 
ilization” movement in Pennsylvania. His recent talk for that cause 
from Altoona was aired over Station WHP, Harrisburg, and KYW, 
Philadelphia. . . 

Richard W. Garner, service sales manager of WLW, Cincinnati, 
did a middle-aisle act Feb. 17. . . It’s Major John A. Holman now, 
following his promotion to that rank in the U. S. Signal Corps reserve. 
When he’s off duty, he acts as general manager of WBZ-WBZA, 
Boston and Springfield stations. . . 

Police finally caught up with the ring of fur coat thieves who 
victimized the wife of R. P. Clayberger, Calkins & Holden executive. 
Her mink garment was recovered. Incidentally, daughter Helen Clay- 
berger is a new bride. . . 

Frank P. Holland, Jr., vice-president and general manager of 
Farm and Ranch and Holland’s Magazine, Dallas, has been selected 
by the Dallas Agricultural Club as the winner of its annual award 
for the most outstanding contribution to agriculture. He will be feted 
at a huge banquet May 1... 

Mathew D. Hartigan, who, besides being a judge of the Chicago 
Municipal Court, is a brother of Joe Hartigan, space buyer of Camp- 
bell-Ewald Company, Detroit, gave the Democratic viewpoint to Chi- 
cago Post 170 Monday, following the recent appearance of Hill Blackett 
before that American Legion organization. The judge said the Re- 
publicans are a bunch of copy cats who seem incapable of building 
a platform containing any original thoughts and predicted that Roose- 
velt will be “drafted” for a third term... 

James Silin, account executive of Chambers & Wiswell, Boston 
agency, is regarded as one of the greatest bridge players in the coun- 
try. He has successfully imparted the principles of contract to Jimmy 
Foxx, first sacker of the Boston Red Sox, who expects to do all right 
during the coming season. . . 

Neil Gallagher, advertising manager of Sibley, Lindsay & Curr 
Company, Rochester department store which recently used a perfumed 
advertisement in a local shopping paper, is in receipt of an inquiry 
from London as to results. . . Ed Wolff, of the Rochester agency of 
that name, picked San Antonio for a winter vacation, just to be dif- 
ferent. 


THEY'RE STILL TALKING 


Eliott Odell, advertising director of Fawcett Publications, is 
still getting comments on this unusual thank-you card he 
sent to well-wishers following a recent appendectomy. 


College Radio 
Net to Provide 
Student Coverage 


Providence, R. I., Feb. 27.—The 
Intercollegiate Broadcasting System 
was born here at a weekend con- 
ference attended by representatives 
of 13 Eastern colleges. First step 
will be the establishment of campus 
networks, patterned after the one 
in successful operation at Brown 
University for three years. 

George Abraham, founder of the 
Brown Network, was named chair- 
man of IBS. General headquarters 
for the next year will be maintained 
here, under the direction of an ex- 
ecutive board comprised of under- 
graduates who operate the Brown 
Network. 

The 12 other colleges represented 
at the meeting were Cornell, 
Harvard, Dartmouth, Columbia, 
Williams, Wesleyan, Holy Cross, 
University of New Hampshire, Con- 
necticut, Wheaton, Pembroke and 
Rhode Island State. Other colleges 
joining the system include Ohio 
University, Colorado, Antioch, Uni- 
versity of Pennsylvania, Kent State 
and the University of Arkansas 

Systems linking receiving sets 
located in rooms of students will be 
in operation by March 1 at Cornell, 
Williams, Wesleyan and Rhode 
Island State, it was revealed. A 
number of others are under con- 
struction. IBS will act as a focal 


|point for the interchange of pro- 


grams and ideas, and for the sale 
of time to advertisers. Offices are 
at 70 Waterman St., Providence 


Brewing Company Elects 

Jacob Kunz was advanced to 
chairman of the board of the Min- 
neapolis Brewing Company follow- 
ing the annual stockholders’ meet- 
ing. He was succeeded as presi- 
dent by Charles E. Kiewel, Frank 
B. Kunz becoming vice-president. 
F. A. Baumann was re-elected sec- 
retary-treasurer. 


A CENTENUIAL OF PROGRESS 
° ww in 
elf 


it 


DALE-TOUE TUES AND PROCESS COLORS 


In celebration of our One Hundredth Anniver 
sary, Morrill presents to the industry a series 
of specialized color books. Specific inks on spe 
cific stocks for specific presses! Solve your 
color and pressroom problems by referring & 
this particular book or the rest of the series 
which you may have on request. Essential qual: 
ities and characteristics of the inks are idecti- 
fied. Write for any of these which ft your 
specialty: Morr-Gloss Label inks, Offset inks. 
Sil-vor Plate inks, Corrugated and Fitreboard 
inks, Morr-Gloss Carton inks, Cotton Baz 04 
Burlap inks, Halftone Blacks and Process ixks. 


MODERNIZE WITH MORBiL 


GEO. H. MORRILL C0. 
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ABC Fixes 1940 
Convention Date, 
Adopts New Rules 


Chicago, Feb. 26.—Five important 
rules were adopted by the Audit 
Bureau of Circulations at the direc- 
tors’ meeting at Ponte Vedra Beach, 
Fla.. Thursday and Friday. In 
addition, the board selected Oct. 
17-18 as dates of the 1940 ABC con- 
vention and admitted two advertis- 
rs to membership. They are Harold | 
H. Clapp, Inc., Rochester, to be rep- 
resented by H. W. Roden, president, | 

nd Jacob Ruppert, Brewer, New 
York, represented by James P. 
Duffy, director of advertising. 

The board adopted the rule on 
gift subscriptions as proposed by 
the committee, effective July, 1940; 
adopted the amplification of the 
description in ABC reports of long- 
term subscriptions, effective July, 
1940; approved the rule covering 
the transfer of subscriptions from 
the list of a suspended publication 
to lists of other publications as pro- 
posed by the committee, and 
adopted the rule on extras as pro- 
posed, effective immediately. 

A complete description of the new 
rules will appear in the March issue 
of the ABC Bulletin. The most im- 
portant is regarded as that govern- 
ng gift subscriptions, which reads 

s follows: 

“(a) A gift subscription shall be 
considered one which is given as al 
normal expression of friendship and 

hich does not promote the busi- 
ness or professional interests of che 
qaonor. 

“(b) To qualify, gift subscrip- 
tions must be paid for at not less 
than 50 per cent ef the basic annual 
subscription price or pro rata 
thereof and shall be classified in 
Bureau reports as ‘Mail Subscrip- 
tions—Individual.’ 

“(c) Subscriptions which are 
given to promote the professional or 
business interests of the donor shal] 
be classified as ‘Term Subscriptions 
in Bulk’ in Bureau report, provided 
they conform to the rules governing 
bulk sales. | 

“This provision shall not be inter- 
preted as applying to subscriptions 
covered by an order (or orders) 
from an individual or concern which | 
in the aggregate numbers ten or 
Such subscriptions shall auto- 
matically be regarded as gift sub- 
scriptions. 

“(d) In no case where an order | 
(or orders) from a single donor 
covers more than 50 subscriptions | 
shall the subscriptions be regarded 
as ‘Gift Subscriptions’ but shall | 
instead be classified as ‘Term Sub- 
scriptions in Bulk,’ provided they 
conform to the rules governing bulk 


sales.” 


\ . 
iess. 


L&T Shifts Frigidaire 
to New York Office 


Lord & Thomas has shifted the 
Frigidaire account from its Chicago 
to the New York office, with Vice- 
President Thomas 
charge. 

Orders went out to newspapers 
last week for 900-line insertions. 


McKee & Albright 
Opens Hollywood Branch 
McKee & Albright is the latest 


ency to invade Hollywood with 
office in the Equitable bldg 
hich will handle National Dairy 


ducts Corporation’s new Sealtest 
ogram starring Rudy Vallee. 


Sloan Joins Bonomo 


John F. Sloan, formerly with 
jsical Culture, has been ap- 
nted advertising manager of 
id Health Keeping, a new maga- 
ne to be issued in May by Joe 
5onomo Publications, Inc., New 


I 


( 


Neville Associates Moves 
’ William Neville and Associates, 
advertising, has occupied a 
te of offices on the ninth floor of 
Lincoln-Liberty bldg., Broad 

nd Chestnut streets, Philadelphia 


Albert Joins Vanguard 


Jerry Albert, formerly with Mor- 
ton Freund-Advertising, New York. 
joined Vanguard Advertising 
Service, New York, as account ex- 
ecutive. 


‘Combination for 


| York. 
| 18 months ago, he 
| for many years. 


M. Keresey in/! 


“Los Angeles News” 


Space in the Los Angeles Daily 
News and Evening News will be 
sold only in combination, effective 
April 1, Robert L. Smith, vice- 
president and general manager, an- 
nounced. 

Mr. Smith said that more than 80 
per cent of the advertising carried 
already runs in both editions. The 
combination rate is 40 cents per 
line. 


Schroeder Quits _ 


Lester H. Schroeder has resigned 
as space and time buyer of Black- 
ett - Sample - Hummert, Inc., New 
Before joining that agency 
was in Chicago 


| Drinkers te Get 
Their Vitamins 
in Club Soda 


New York, Feb. 29.—Aiming at 
drinkers who seek to avoid “‘morn- 
ing-after” 
bottle, as well as the long-range 
effects of steady drinking, a new 
{company will place a vitaminized 
| club soda on the market here within 
|the next three weeks. 

The product is called V. V. Vita- 
water, and it is made by Vitamin 
Beverage Corporation. Advertising 
will be directed by Maxon, Inc., and 
will be confined to this immediate 
area at the outset. Promotion will 


effects of a night with a| 


suggest home _ use, stressing the 
nutritional value of the product. 


product will be introduced as V. V. 
in 
Gingerale. 


A companion product, V. V. Con-| Advertising plans for the debut 
centrate, will be introduced simul-|of the new vitamin line are not 
taneously. One c.c. of the Concen- | completed as yet, but it is expected 
trate will contain as many vitamins| that both newspapers and maga- 


B, and B, as a whole bottle of the} zines will carry 
soda water. The Concentrate will! Hamilton Pell, 


introductory copy. 


Wall street broker, 


be marketed as a bar accessory to| is president of the company. He is 
insure that drinkers get the vita-| also board chairman of U. S. Vita- 
mins scientists say they need to} min Corporation, but the two are 


minimize the effects of imbibing, 
and also as a supplementary food 
to be sold through grocery stores. 
Franchises for Bottlers 
Vitawater will be 


separate companies. 


Platt Names Raymond 


y > . res ~ é FePLEeSs 
competitively Platt Radio Stores, Los Angeles, 


has appointed the L. Raymond 
yriced, with a 12-ounce bottle . Pope 
P tail , ' : F ottle to Gompany, to direct advertising, 
retail at six for 90 cents. Franchises | merchandising and sales promotion. 
will be issued to bottlers in each 


Newspapers, direct 
will be used. 


mail and radio 


territory. Subsequently, a_ third 


WOR 


the influence it does. 


HOW’S YOUR 


1.Q. 


NOTE—It’s years since WOR 
devoted space to its power and 
signal strength. This brief cross- 
examination will bring you rap- 
idly up-to-date on some recent 
facts regarding both. 
agree, we think, that they leave 
little doubt why WOR wields 


? 


Kansas City, Sea 


ANSWER: It is 
WOR to receive 


You'll hundred letters 


QUESTION: What leading sta- 
tion covers the whole of one and 
the major portions of six other 
states; yet is listened to regularly 
in West Palm Beach, Dayton, 


California, Brady, Montana? 


such distant points. WOR is also 
regularly received and listened to 
in Chicago, Quebec, Montreal and 
many cities in Minnesota, Texas, 


ener Washington, Colorado. 


* ff, 


P| 


QUESTION: The Radio Editor of 
what well-known newspaper re- 
cently told a reader that his in- 
ability to get any station other 
than WOR might be due to the 
blanketing power of WOR'’s 
signal ? 


ttle, Ocean Park, 


ANSWER: This statement was 
made by the Radio Editor of the 
Newark, N. J., Call. Though he ad- 
vised the reader to buy a new re- 
ceiver, he doubted whether he 
would be successful in hearing 
the signal of a certain major New 


Y ork station. 


not unusual for 
more than one- 
a month from 


QUESTION: A listener recently ais. 
that he listened to WOR regularly in 
Guatemala City in Central America. He 
claims that he used a 4-tube portable re- 


ceiver while in a steel-frame 


ANSWER: Yes. WOR is! 


from 9:00 p.m. to 1:00 a.m 


able receiver. 


larly in the Canal Zone as well. We just 
heard that another man listened to WOR 


Agua, 12,000-foot volcano which overlooks 
the city of Guatemala. He, too, used a port- 


When you buy WOR, you buy 
a strength and clarity of signal 


building. Right? 


istened to regu- 
to be duplicated nowhere else. 
You buy a signal multiplied, 
. while atop El 
directed, concentrated on the 


greatest group of markets—and 


TS 


homes with radios—in the 


United States. You get more 


QUESTION: Was it stated at a Govern- 
ment hearing that, because of its direc- 
tional antenna which concentrates 
multiplies its signal, WOR uses its 50,000 
watts more efficiently than any other sta- 


tion of equal power? 


ANSWER: Yes. This state 


portance of this fact. We 


at an FCC hearing by the representative of 
a firm of well-known consulting engineers. 
Previous surveys made for WOR more 
than adequately confirm the logic and im- 


support it with facts and figures. 


for your money—more ways— 


more often. 


and 


ment was made 


at 1440 Broadway 
in New York 


will be glad to 
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Consumers, Advertising and Business Discuss and Act on Problems 


a 


Not Anti-Advertising, 


Montgomery 


AAA Counsel Answers (for the Dies committee, and Bruce 


Attacks by Barton and 
Matthews 


St. Louis, Feb. 26.—‘“The con- 
sumer movement with its demands 
and its criticism is the greatest 


opportunity that has ever come free | 


and without asking to the advertis- 
ing profession,” said Donald E. 
Montgomery, consumers’ counsel 
for the Agricultural Adjustment 
Administration speaking before 
the first annual conference of 
the Consumers’ Education Associa- 
tion here Friday. 

Opening the meeting with a 
round-table discussion of objectives 
in the application of consumer edu- 
cation to modern trends in curricu- 
lum-revision in schools and colleges 
throughout. the country, Professor 
Harold F. Clark of Columbia Uni- 
versity, New York, the association’s 
president and chairman of the 
national convention, outlined the 
purpose of the meeting as an effort 
to establish a definite program for 
all future activity of the association. 
He pointed out that while much 
progress had been made in promot- 
ing widespread general interest in 
the movement itself, specific objec- 
tives are needed in guiding its prog- 
ress through the medium of both 
educational and adult groups. 


Answers Attacks 


Mr. Montgomery’s statement that 
“advertising will last until the next 
to the last man leaves for Mars,” 
was made in part as a reply to 
recent attacks made upon him by 
J. B. Matthews, director of research 


Tells Meeting 


Barton, 

| York. 

‘Both to Mr. Barton and to Mr. 
Matthews I assert that the charge 
or implication that I am anti-adver- 
| tising is as absurd as to charge me 
with being anti-eating or anti-hear- 
ing or anti-speaking,” he said. 
“Advertising is inevitable as 
eating, hearing, speaking or seeing. 
It started when the first man took 
a stone and scratched a sign on 
another stone saying he had a goat 
to sell. It will continue until the 
next to the last man hoists a flag to 
announce a superstratosphere plane 
for sale, guaranteed to reach Mars 
overnight non-stop.” 

“Advertising is American,’ he 
said, “but not all advertising copy 
is good for all Americans. No in- 
stitution in the country has the 
right to wrap itself in the American 
flag and claim a sanctity that makes 
it immune from criticism.” 

Advertising as a fundamental in- 
stitution, Mr. Montgomery further 
said, has both a responsibility and 
an opportunity to serve consumers 
as well as producers, since any me- 
dium of communication which 
meets the needs 
and not the listener fails of its pur- 
pose. 


Congressman from New 


as 


All Agree, He Says 


He stressed also the importance 
of the consumer movement in fer- 
reting out bad advertising. “Allow- 
ing for some difference of opinion 
as to just where you draw the line, 
I think everyone agrees with con- 
|}sumers that bad advertising is a 
bad practice, bad for business and 


last season. 


For Interwoven 1940 Mystery table 
action in center with horse bucking 
and ‘‘city feller’ swaying. All figures 
and horse full relief. 


W. L. STENSGAARD 


346 NORTH JUSTINE AVENUE © 


NEW YORK OFFICE © &.C.A. 


DISPLAYS | 


ute DisPLays THAT DO A “eo JOB 


One of a series of Scovill Min-Events featuring shorts 
with Grippers as used by over one thousand stores 


MUNG 


ferrets +@ @reratudce 


Miniature scenes in full re- 
lief, many with mystery table 
or mechanicol action .. that 
attract 50% more attention 
than stills and on basis of 
each Min-Event making at 
least 30 showings inleading 
stores, the cost per showing 
would be about the same as 
cost of a good quality card- 
board display. 


o 
Ask yourself which you pre- 
fer.. which does the big job 


Whether you sell a product or a 
service, Min-Events tell your story 
dramatically in third dimension 
Write us regarding the manner in 
which we can assist you with dis- 
play merchandising. No obligation 


& ASSOCIATES, Inc. 


CHICAGO, ILLINOIS 
BUILDING, ROCKEFELLER CENTER 


bes be, than how to make good 


of only the speaker | 


bad for consumers. It deceives | 
and defrauds consumers .. . injures | 
advertising and in the long run the 
producers of goods,” he said. 
“Advertising men themselves 
have been the severest critics of 
the practice of their profession. . . 
Bruce Barton himself said that 
advertising ‘ought to rise above the 
|level of the public taste, but cer- 
| tainly in the past few years it has 
not... Disraeli remarked of lawyers 
'that they first try to get on, then 
to get honor, and at length to get 
honest. Advertising is somewhere 
between the first and second steps 
of that evolutionary process. It has 
proved its power to get on and to 
push businesses on. It has not yet 
proved its right to be honored.’ 
“Clearly consumers who criticize 
advertising find themselves in the 
company of people who know what 
they are talking about. But that 
isn’t by any means the only interest 
the consumer movement has in 
advertising. It isn’t even the thing 
about advertising that concerns it 
most. What consumers want most 
is facts about goods so they can 
spend their money to better pur- 
pose. What they want from adver- 
tising is more advertising, not less. 
. They are spending less time talk- 
ing about how bad bad advertising 


advertising better. 
|essentially a means 


Advertising is 
of communi- 


'cating information. That’s what 
| consumers want—all they can get 
ion 3." 


What Consumers Want 


Referring to a definition of the 
consumer’s conception of advertis- 
ing formulated by Kenneth Dam- 
eron, managing director of the Ad- 
vertising Federation of America’s 
committee on consumer relations, 
Mr. Montgomery further explained 
that consumers want advertisers to 
tell them what the market has to 
offer, where and when it can be 
had, what it costs, what the goods 
are for, how they will stand up, 
how they have performed in past 
use and how best use can be made 
of them. He illustrated how the 
appeal to advertising for help in 
meeting consumers’ spending prob- 
lems becomes increasingly urgent as 
engineers and laboratories sweep 


| 
| 


;new things out of old: 


a consumers need information 


before. 


| vertising first.” 


ahead with their magic of making 


“When you can make rugs out of 
wood pulp, when you can milk a 
cow to get a warm winter dress, 
when everything around the house 
is becoming mechanized and mys- 
more than they ever needed it 

What they can’t get from 
|advertising they will have to get 
|somewhere else. They look to ad- 


One of the most important serv- 
|}ices advertising can offer the con- 
sumer of limited income is that of 
a buying guide for his purchases of 
necessary commodities, Montgomery | 
said. Copy standards for advertis- | 
ing reaching the ‘“buy-as-you- 
please” income bracket are already 


at a high level of efficiency, but the | 
consumer movement can aid mate- 
rially in developing advertising | 
which will enable poorer families | 
|to get the greatest possible value 
from the money they spend for 
|advertised products, he said. 


For Low Income Group 


“You can’t buy toilet goods as 
you please if you have 12 cents a 
week with which to buy everything 
|}you need for your personal care. 
| Members of half the families of the | 
| United States had less than 12 cents 
a week for personal care in 1935- 
36. You don’t buy clothes as you 
please if the clothing allotment for 
the whole family is less than $2 a 
| week, as it was for half the families | 
in that year. You don’t buy food 
jas you please when you have less 
than 10 cents a person a meal to 
spend for it. Half had less than a 
dime a meal a person that year. 
Advertising can’t make it fun to 
spend money under such limitations, 
but it can do a lot to make it more 
satisfactory.’ 


| able for publication and lectures 


the consumer movement was ana- 
lyzed from various educational 
angles. Prof. Gordon McCloskey of 
Alabama State College for Women 
led a discussion on how consumer 


groups can best cooperate with 
other agencies in fitting consumer 
education courses to curriculum- 


revisionist schedules (the trend in 
modern educational methods to 
eliminate certain technical courses 
by adapting them to more practical 
studies). In the field of adult group 
methods, Mrs. W. V. Weir of the 
St. Louis Consumers’ Counsel pro- 
posed the following of practical 
application tests with fundamental 
economics. Prof. Harold G. Shields 
of the University of Chicago traced 
most of the economic ills suffered 
by the consumer to the business 
system, pointing out that the curing 
of these ills comes under the head- 
ing of business education and 
urging a coordination of such 
courses with consumer education 
programs. 


Discuss Education 


The objectives of determining 
what courses are most suitable as 
vehicles for consumer education and 
to what extent the association 
should attempt to separate educa- 
tion for production from education 
for consumption was summarized 


|by Dr. 


James E. Mendenhall of 
Stephens College, Columbia, Mo 

A year-old experiment in the 
preparation and distribution of an 
extension course for high schools 
and individuals interested in con- 
sumer education was described b; 
Mrs. Norma C. Allertz of the Uni- 
versity of Nebraska. The univer- 
sity has so far produced 1,600 copies 
of the course, Mrs. Allertz said. 

Following the address by Mr. 
Montgomery during the afternoon 
session, Harry Riehl, general man- 
ager of the Better Business Bureau 
of St. Louis, spoke on “Better Busi- 
ness and the Consumer Movement.” 
Other invited participants were: 
Prof. Jessie M. Coles, University of 
Missouri; Herman Gall, Webster 
Groves, Mo., High School; Dr. M. F. 
Rosskopf, John Burroughs School, 
Clayton, Mo.; Dr. Edward Reich, 
Editor, Consumer Education Jour- 
nal, New York; Prof. Henry Harap, 
George Peabody College for Teach- 
ers, Nashville, Tenn.; Prof. Eliza- 
beth Hoyt, Iowa State College, 
Ames; and Carlton John Siegler, 
executive secretary of the Consumer 
Education Association. About 50 
teachers of home economics, social 
science and _ business’ education 
attended the one-day session, as 
well as others interested in the con- 
sumer education movement. 


Buyer Information Bureau 


Set Up by Chicago Club 


Chicago, Feb. 29.— A Bureau of 
Buyer Information, to operate as a 
department of the Chicago Feder- 
ated Advertising Club, but to be in- 
corporated as a separate, non-profit 
organization with its own paid staff, 
was set up today at a meeting of the 
club attended by some 900 local ad- 
vertising men and women. 

An elaborate outline of the pro- 
posed activities of the bureau, 
which plans to engage in consumer 
education in the greater Chicago 
area, Was presented to the mem- 
bers by Walter E. Botthof, president 
of Standard Rate & Data service, 
who is chairman of the bureau’s 
executive committee. At the con- 
clusion of his address, almost 400 of 
those present volunteered to take 
an active part in the work of the 
organization. 

The purpose of the bureau is 
simple: to study “the so-called con- 
sumer movement in all its ramifica- 
tions, and its effect upon advertis- 
ing,” and to “seek ways and means 
of bringing about an_ intelligent 
understanding on the part of the 
consumer of the function of adver- 
tising and its legitimate place in 
the American system of competitive 
enterprise.” 


Many Phases Covered 


To accomplish these aims the 
bureau plans a separate corporate 
structure and its own paid staff, | 
operating under the direction of an 
advisory board, a board of directors 
j}and administrative committee. It 
will confine its activities to the Chi- 
cago area and will cooperate with 
consumer activities of the AFA, 
Four A’s, ANA, and other groups. 

A special committee will be 
charged with the work of assem- 
bling, developing and making avail- 
all 
possible material dealing with every 
phase of the consumer movement, 
and the story of advertising and 
business. Another committee will | 
be specially concerned with the pro- 
duction of material developed by 
the research committee, and still an- 
other will have the task of securing | 
| the widest possible dissemination of | 


this material. 


Another phase of the organiza-| 
tion’s work will consist of a speak- 
ers committee of at least 20 persons, 
to carry the message of business 
and advertising to all types of 
groups among consumers, educators | 
and business. 


Need for Action 


Pointing out that business has | 


its story to the public, and that sub- | 


versive and radical elements who 
have made advertising their special 
target have succeeded in creating a 
situation which demands immediate 
attention, Mr. Botthof declared that 
the time has come for action de- 
signed to produce a condition 
“whereby the consumer will have 
an intelligent understanding of th: 
important part advertising plays in 
our economic and social life,” and 
that with this will come an ap- 
preciation of the fact that advertis- 
ing is a contributing factor in th: 
maintenance of the American stand- 
ard of living and the American way 
of life. 

Other members of the executive 
committee of the bureau are: 

A. G. Ruthman, Gilman, Nicoll & 
Ruthman, vice-chairman; Elon Bor- 
ton, LaSalle Extension University, 
president of the Chicago club; Au- 
byn Chinn, The Borden Company, 
who is in charge of consumer rela- 
tions for the Women’s Advertising 
Club of Chicago; G. Victor Lowri: 
manager of media research, Mc- 
Cann-FErickson, Inc.; James V. Ma- 
lone, Zeff & Malone; M. Glen Mille: 
M. Glen Miller Advertising Agency 
and Richard A. Trenkmann, genera! 
manager, Standard Rate & Data 
Service. 


WNBX Plans Move 


Station WNBX, Springfield, V! 
is planning to move to Keene, N. H 


NEW YORK, CHICAGO 


and BALTIMORE 
advertising agencies 
place more business on 


WFBR than any other 
Baltimore radio station! 


RATIONAL RIPRESERTATVES ——————— 


EDWARD PETRY & CO. ———————_ 


During the morning open-forum| been woefully negligent in telling | ON THE NBC RED NETWORK 
discussion a broad cross-section of 
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First Entry Received in 


$1,000 Consumer Contest 


Best Approach to Con- 
sumer Movement Prob- 


lem Is Sought 


Chieago, March 1—The ink had 
scarcely dried on last week’s copy 
of ADVERTISING AGE, announcing a 
prize contest with $1,000 in awards 
for the best and practical ideas for 
bringing advertisers and consumers 
closer together when the first entry 
was received from an advertising 
manager prominent in the house- 
hold appliance field, who submitted 
his suggestions in the form of a 
simple letter. 

The contest calls for “the best 
programs for improving relationships 
between advertisers and consum- 
ers,” and it is open to every one, 
in and out of the advertising field, 
with the single exception of em- 
ployes of Advertising Publications, 
Inc., which publishes ADVERTISING 
Ace. It may be entered by individ- 
uals, by two or three people work- 
ing together, or by groups, clubs or 
associations which desire to enter 
in that manner. Educators, house- 
wives, and just plain consumers 
may enter, as well as men and 
women in any phase of advertising, 
publishing or business. 


$500 First Prize 


For the best plan submitted, in 
the opinion of an impartial jury, 
ADVERTISING AGE will pay $500 in 
cash; for the second best, $250; for 
the third best, $150; and for the 
fourth best, $100. Plans need not 
be new or original to be eligible 
for the award—they may be in ac- 
tive operation now, or may have 
been used at some previous time. 

There are no rules of any kind to 
follow, with the single exception 
that all entries must be mailed or 
delivered to the Contest Secretary, 
ADVERTISING AGE, 100 E. Ohio street, 
Chicago, no later than midnight, 
May 31. 


Entries may be submitted in any 
size, shape or length; they may take 
the form of letters, essays, outlines, 
graphs, charts or any other con- 
ceivable form. They should be 
practical and specific, but need not 
necessarily be completely detailed. 
The whole purpose of the competi- 
tion is to crystallize thought to the 
point where a workable, practical 
plan for bringing consumers and ad- 


vertisers closer together can be 
evolved. 
This competition will take the 


place of the student essay contest 
conducted annually by ADVERTISING 
AGE since 1936, in which cash prizes 
totalling the same amount have 
been awarded each year for essays 
on “How Advertising Benefits the 
Consumer.” Having pioneered in 
this type of effort designed to cre- 
ate more _ favorable consumer 
opinion of advertising, ADVERTISING 
AGE this year decided to replace its 
well-established student essay con- 
test with the competition for plans 
for improving relationships be- 
tween advertisers and consumers 
because it believes that the con- 
sumer movement, although to a 
large extent centering around stu- 
dents and educators, has spread so 
widely and so vigorously that some 
workable plan for meeting it must 
be evolved on a broader basis than 
that of high schools and colleges. 


Bruning Appoints Dodge 

Howard M. Dodge, formerly with 
Rodney E. Boone, Curtis Publishing 
Company and the Hays MacFarland 
agency, has been appointed adver- 
tising manager of Charles Bruning 
Company. 


Beller Joins Weidel 

Lawrence Beller, who has been 
conducting Lawrence Beller and As- 
sociates, public relations, has been 
made vice-president in charge of 
public relations for the Weidel Com- 
pany, New York. 


Portrait of a man 
planning a folder 


| economically. 


560 West 42nd Street 


Of course he may LIKE to fuss around with a lot of dum- 


mies . . . but probably he just hasn’t heard yet about 


SIZE SELECTION SIMPLIFIED* 


the new reference book that makes it easy to plan standout 
printing on a limited budget. In concise, quick-reference 
form it gives you a wide range of pre-checked sizes and 
styles for folders, booklets and commercial printing . . . 
envelope information .. . and all the other size data you 


need to plan printing efficiently, and to buy or produce it 


* Just published and only $12.75 post- 
paid. Send your order or inquiry to: 


SIZE SELECTION SIMPLIFIED 


W. J. BLACKBURN, PUBLISHER 


New York, N. Y. 


Searcy, Veteran 
of Agency Field, 


‘Taken by Death 


Chicago, Feb. 26.—Funeral serv- 
ices were held Saturday for Charles 
L. Searcy, Chicago agency and 
newspaper man who died Thursday 
at the age of 55. 
for some years with the Chicago 
Tribune. In the late twenties he 
joined H. W. Kastor & Sons Adver- 


Mr. Searcy was 


tising Company, shifting to McJun-| 
kin Advertising Company in 1929.) 


He was an accountant on Food- 


town Kitchens, manufacturer of a|/he had a varied experience which 


cold cereal which for a brief pe- 
riod was the sensation of the food 
field. Inadequate financing, how- 
ever, canceled the benefits of Mr. 
Searcy’s work and_ eventually 
forced the company, headed by a 
relative of the famous W. K. Kel- 
logg, into bankruptcy. 

Mr. Searcy, a noted athlete in 
his youth, left the agency field in 
1933 to sell office equipment. He 
is survived by his widow, Edna. 


C. RUSSELL CHAPMAN 

Rockford, Ill., Feb. 28.—C. 
sell Chapman, secretary and 
vertising director of the 


Rus-| pany of America and was a consul- 
ad-| tant for that firm at the time of his 
Rockford | death. 


Morning Star and Rockford Reg-| 


ister- Republic, died in Miami graphic artist with the Russell Mor- 
Beach, Fla., yesterday of a heart! gan Company, Cincinnati, he later 
attack. Mr. Chapman, who was/moved to Cleveland where he was 
48 years old, was also a director|manager of Otis Lithographing 
of Radio Station WROK, operated|Company. He came to New York 
by the newspapers. He was a son|in 1912 to join United States Print- 
of the late Roscoe S. Chapman, |ing and Lithograph Company, later 
one of the founders of Rockford | becoming vice-president and gen- 
Newspapers. A widow and two|/eral manager. Before joining Poly- 


children survive. |graphic a few years ago, he was 
— |with Consolidated Lithographing 
ROGER NUTTY | Company. 


New York, Feb. 27.—Roger Nutty, | Tag 
head of the company of that name B. J. MCELANEY 
Which specialized in advertising Providence, Feb. 26.— Funeral 
novelties, died in Newark last week. | services were held here for Brendan 
Prior to entering the novelty field,|J. McElaney, veteran of the out- 
door advertising field, who died in 
| Jersey City where he was manager 
|of the O’Melia Outdoor Advertising 
Company. Before joining that or- 
— ganization in 1928, he was Buffalo 
FRANK M. SEAMANS }manager of General Outdoor Ad- 
New York, Feb. 27.—Frank Mer- | vertising Company for five years. 
rill Seamans, a veteran of the litho- a 
graphy field who learned his trade Gibson Launches Drive 
back in the days when type faces 
were cut from stone, died at Pel-| y 
ham Manor Feb. 25. He was 71/| 
years old. Regarded as an author- 
ity on graphic arts, he was formerly | 
vice-president of Polygraphic Com- 


covered almost every phase of ad- 
vertising. Mr. Nutty was 69 years 
old. 


Gibson Distilling Company, New 
ork, has launched a campaign in 
about 100 newspapers in more than 
56 cities. Copy, which was selected 
by a series of tests made with con- 
sumer juries, features illustrations 
of elderly men with the headline, 
“Gibson’s—the name was old when 
he was young.” The company re- 
ported an increase of 38 per cent in 
sales for 1939 over 1938. 


Beginning his career as a litho- 


Wailed ad man J. Waldo McGrew: 
“Returns from this mailin 
On this cheap, flimsy paper 


My creative caper 
On page | shows through on 


page 2 ” 


ON’T risk ‘“‘show through.” It can blur 
D the illustrations, muddy the text, kill 
the effectiveness of the best-planned piece. 
Print your to-be-mailed jobs on Hammermill 
Opaque. This paper is light in weight, but it 
has the opacity of heavier stock. You can 
avoid “show through” even when you print 


both sides of the sheet. 


Because it is light in weight, Hammermill 
Opaque cuts your paper and mailing costs to 


the bone. Use these savings to produce a 
better job for your money. Get better art- 
work .. . better printing. . 
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MADE BY THE MAKERS OF HAMMERMILL BOND 


. an extra color 


ale a 


HAMMERMILL 


—without increasing the over-all cost. 

Hammermill Opaque prints well by either 
letterpress or offset. Its clear, brilliant white 
gives a lift and sparkle to halftone work. 
Colors are rich, sparkling. Text matter is 
sharp, clean, inviting to read. 

See Hammermill Opaque for yourself. 
Compare it weight for weight with any other 
Opaque for whiteness, brightness, opacity. 
Mail the coupon below for an Opacity Test 
card, a packet of 50 sheets of 8% x 11 
Hammermill Opaque and a handy sample 
book with full stock information. 


a ae ie ae oe ae ae ae oe ae ee ee ee ee a 
7 AAM4 
Hammermill Paper Company, Erie, Pa 

=>. Please send me, free, Opacity Test 
Card, 50-sheet test packet and Sample 
Book of Hammermill Opaque. 
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bet Position __ 


Ly 


—_—eweaen =< — a aw ow ow ow ow ow ow ow ow al 


(Please attach to your Company letterhead) 
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March 4, 


Special Libraries Issues 
Business-Library Study 

“Business and the Public 
brary,” edited by Marian C. 
ley, Business Branch librarian of 
the Newark Public Library, has 
been issued by the Special Libraries 
Association. 

The book, which compiles con- 
tributions of members of the Pub- 
lic Business Librarians group of the 
association, discusses the possibili- 
ties of comprehensive public li- 
brary service to business, the needs 
of executives for public library use, 
either directly or through their com- 
pany libraries, and suggests meth- 
ods for cooperation in these con- 
tacts. 


Li- 
Man- 


Shumaker Director 


W. H. Shumaker, publisher of 


the Commercial, Three Rivers, 
Mich., was elected to a three-year 
term as director of the Inland 
Daily Press Association at its Chi- 
cago convention. 


| geles, 


| Products 


January Gain of 
2.8% Reported 
for Rotogravure 


New York, March 1.—Despite the 
fact that there was one less Sunday 
this year than last, rotogravure lin- 


| Franco are in charge. 


McCann Gets Account 


McCann-Erickson, Inc., Los 
has been appointed to direct 
the advertising of Universal Cotton 
Company, Hollywood, 
makers of Wix and Hollypax. 


and say “Show me” 


| 


TALENT TO ORIGINATE 
| 


NUMBER FOUR... of a series - COLOR PHOTOGRAPHY 


Confucius had a word for it... PICTURES! You 
... and ourselves ... have proved that they speak 
volumes. We wouldn't be advertising-minded if we 
didn’t. ¢ But what a stopper when color adds its 
power! As a pioneer in color printing, we advocated 
it... we've kept right up front with every new de- 
velopment... and we're still tops when it comes to 
turning out color photography, making color plates 
and doing color printing—a happy triumvirate that 
gives advertising the power and zing to do a selling 
job. Naturally, we have what it takes in models, 
equipment, personnel. ¢ Wanna make us prove it 
with some stuff we've turned out? Just phone 


to 


one of our idea crew. 


! 
SKILL TO PRODUCE 


AMERICAN COLORTYPE COMPANY 


Index of Retail Activity in 
80 Important Markets 


Based on total 7 advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


age scored a 2.8 per cent gain for 
January, Kimberly-Clark Corpora- i | {| | | | | | ] | 
tion reported today. January linage Zoe EERE oe a) ae os ee t ——— oo a ae 
totaled 815,320 this year as com-| SESE. k 4. ~ ‘ee ene Seer 
pared with 792,795 last year. : SSeS | | | | } ze | : 
There was an increase of 19 per | +2 | 
cent in national linage and a decline i a OO ee BRBREERERE 
of 27.5 per cent in local rotogravure. | +10} + t+ + +—t } aol 
National linage totaled 615,739 as seri ti ae 1eae 1 1 
compared with 517,608 in 1939. | LAST Sa | | 
Local linage totaled 199,681 as com- YEAR BE ] ma 
pared with 275,187 in 1939. -§ +—} 1 ++ + [ t+ +++ 1 
Color rotogravure accounted for 10} } |_| Sarees eo 
254,474 lines of the total, with 560,- | , ae ] | ae BER SES ; 
846 being in monotone. | -90}-- | |_| ¥ |_| i] aa 
a | r+ -+ 4-44 ~ Ball | | Joond —+— con 
Central Arts Opens | SERRE an TTT TTT TT 
Central Arts Studio has begun | PORES ES : | | SeRRB 
—". i tag ected | | | | 
ork, to handle a ypes of ar : , 
work. John J. Orrico, formerly with | =a pris a won a om vv ~RUGUST SEPTEMBER OCTONER NOVEMBER DECEIMNER 
| Newell-Emmett Company, and Sal 


An- | 


or Loss) or Loss 
1940 1940 Week Week 
over over Ended Ended 
1938 1939 Feb, 25,1939 Feb. 24, 1940 
28.5 6.0 206,007 178,447 
9.2 1.0 155,298 125,695 
S.8 + 7.0 100,919 110,558 
—o.9 13.2 309,204 275,464 
1.6 1.0 377,858 401,857 
+- 6.1 4.8 241,234 258,090 
3.1 1.7 282,423 246,833 
4.3 hy 158,312 159,460 
19.0 ,.¢ 245,700 250,968 
6.4 $5.8 63,883 10,457 
tS 1.8 S7580 99,708 
15.0 8.4 178,570 162,316 
5 3 2.0 495.339 498,470 
0.2 0.4 256,139 279,816 
8.7 5 325,865 333,251 
1.8 0.2 237,068 229 802 
8.9 7.4 22,661 392,650 
6.0 11.2 170,010 162,092 
O54 + 4.0 230,928 244,090 
7.2 7.6 155,413 145,563 
2.2 1.9 119,802 119,220 
+ 4.0 1.7 374,213 363,833 
1.6 +-23.5 207,018 181,664 
+1.8 2.6 200,830 217,434 
+ 4,2 2.0 6,813 51,029 
8.4 0.5 141,582 141,008 
+-7.4 SD 175,609 181,475 
7.6 13.1 102,414 115,132 
+ 3.9 + 6.6 151,242 149,814 
+ 13.1 2.0 111,801 111,931 
10.4 8.7 282.808 299,414 
+ 5.3 + 12.1 278,712 324,660 
7.0 +2.4 146,230 157,192 
3.5 4.1 40,569 28,629 
+ 19.5 + 7.2 42,651 38,752 
0 2.2 183,568 175,546 
&.6 9.8 162,428 152,852 
10.6 +24 459,019 442,920 
1 2.9 234,775 257,598 
34 0.9 137,354 112,042 
L566 L045 66.972 55,162 
+ 27.4 + 26.4 229,894 186,466 
+ 6.8 + 7.4 248,634 283,322 
8.0 7.4 208,797 202,586 
-8.1 —14.5 37,720 28,192 
0.4 +8.4 46,634 48,314 
+ 5.6 +5.4 151,144 158,032 
+ 4.9 0.1 249,616 308,451 
—9.4 —4.1 1,002,197 940,839 
—33.6 —20.1 61,304 46,370 
+5.3 +2.2 167,860 190,754 
+17.9 +&.8 146,373 127,281 
-37.9 —34.1 232, aes 113,890 
1.7 2.0 119,273 119,238 
+ 4.1 +1.8 173,5 +. 242,144 
+ 3.8 + 4.8 532,271 523,363 
+ 2.9 +98 136,276 173,474 
6.8 +20 382.172 391,608 
~6.6 18.6 278,180 179,606 
+ 4.8 + 5.2 158,256 193,018 
a 5 10 196,308 222,208 
+ 3.9 - 1.5 289,816 297,790 
+5.9 2.5 140,294 149,744 
11.2 0.5 140,000 142,702 
0.5 11.0 141,946 120,764 
+ 13.8 11.6 118,501 137,780 
—20.6 19.1 202,664 181,104 
+ 33.3 +13.3 164,864 188,902 
20.6 ant. 95,964 89,147 
15.6 10.9 134,400 103,502 
2.9 1.1 381.045 266.865 
10.3 +70 169,217 165,552 
55.4 41.9 88,949 104,654 
+5.8 + 4.8 90,790 105,630 
+ 27.1 + 16.8 110,558 139,482 
= a0 50.06©6©F”C~C~té«CS‘'Z«CAMd~CLD 326,972 
&.1 1.1 74.802 68 O86 
5.0 2.0 154,966 148,918 
1.1 3.1 561,899 659,353 
+ 2.3 +13.9 124,484 146,744 
==) 6 0.2 16,658,488 16,646,250 
Spokane Press discontinued March 18, 1939 
St. Paul Daily News discontinued April 30, 1 
San Diego Sun suspended publication Nov. 2 


\-Week S-Week S-Week 
Period Period Period 
Ended Ikended Eended 
Feb. 26, 1938 Feb. 25, 1939 Feb. 24, 1940 
Akron, O.... 1,800,274 1,369,163 1,286,983 
Albany, N. Y. 1,151,719 1,056,290 1,045,881 
Altoona, Pa. 743,645 755,895 808,934 
SACERMER. COR. ccc cnee 2,150,554 2,330,972 2,023,226 
Baltimore, Md 2,953,059 2,793,356 2,906,101 
Birmingham, Ala 1,736,980 1,759,226 1,842,890 
“Boston, Mass 2,710,644 2,753,481 2,625,652 
| Bridgeport, Conn 1,311,324 1,306,228 1,367,940 
i *Buffalo, N. Y 2,278,402 1,915,45 1,846,469 
|}Camden, N. J. 144,303 04 235 742,232 
Cedar Rapids, Ia 630,672 666,554 654,681 
Charleston, W. Va 1,521,395 1,411,907 1,293,377 
‘Chicago, Ill 4,320,923 3,873,891 795,333 
Cincinnati, ©. 2,144,716 2,140,298 2,148,423 
Cleveland, O. 2,795,652 418,735 2,552,175 
Columbus, O. 1,786,755 1,822,535 1,818,675 
Dallas, Tex 5,046,709 2,994,681 2.774.433 
Davenport, la 1,309,014 1,215,726 1,230,670 
Dayton, O 1, 868,880 1,788,180 1,860,498 
| Denver, Colo 1,275,399 1,280,306 1,183,124 
Des Moines, la 906.571 909,575 926,840 
|} Detroit, Mich 2,648,110 2,709,660 2,754,940 
| El Paso, Tex 1,474,455 1,415,288 1,450,520 
Erie, Pa. 1,240,592 1,296,666 1,262,450 
Fall River, Mass 443,552 453,398 462,309 
Flint, Mich. ..... 1,053,990 1,149,000 1.142, 806 
Fort Wayne, Ind 1,406,986 1,392,979 1,510,992 
; i eee 769,056 731,793 827,72 
Grand Rapids, Mik h 1,239,396 1,207,828 1,287,508 
Greenville, 8. C. 852,048 S60,389 963,582 
Houston, Tex. .... 2,248,364 2,294,026 2,493,802 
Indianapolis, Ind. .. 2,251,044 2,113,578 2,369,500 
Jacksonville, Fla. ..... 1,162,966 1,214,374 1,243,984 
Jersey City, N. J. ..... 284,207 286.088 274,233 
Kansas City, Kans 329,028 367,038 193,288 
Knoxville, Tenn. 1,434,308 1,422,244 1,390,830 
Little Rock, Ark. 1,313,718 1,235,402 1,201,032 
Los Angeles, Cal. 3,354,154 3,622,625 3,708,806 
Pe eer 1,877,525 1,853,322 1,800,029 
Lynn, Mass. rr 1,160,264 1,130,542 1,120,938 
Manchester, N. H. 503,740 528,802 131,706 
Memphis, Tenn. 1,534,694 1,546,286 1,955,254 
‘Milwaukee, Wis. . 2,062,094 > 049,967 2,201,674 
“Minneapolis, Minn, 1,868,650 1,858,018 1,719,873 
Nassau County, L.1L., N.Y. 277,808 298,820 255,389 
New Hedford, Mass, “463,918 — 426,398 462,140 
New Haven, Conn. 1,277,374 1,279,152 1,348,620 
New COrleans, La. 2,602,831 2,726,538 2,730,170 
New York, N. Y. &, 806,061 8,327,030 7,982,765 
Brooklyn, N. Y. 740,822 615,747 492,225 
Norfolk, Va. 1,269,296 1,307,278 1,336,090 
Oakland, Cal. ... 1,053,622 1,141,403 1,241,918 
‘OKlahoma City, Okla 1,670,466 1,573,782 1,037,876 
CP, BOE bs cteeseee 785,080 783,081 798,593 
Peoria, Ill. 1,436,773 1,468,595 1,495,621 
Philadelphia, Pa. 3,967,658 3,931,108 4,119,063 
Phoenix, Ariz. . 1,176,928 1,103,200 1,211,504 
Pittsburgh, Pa. 3,066,042 2,801,554 2,858,072 
Portland, Ore. 1,557,668 1,786,568 1,455,044 
Reading, Pa. 1,339,691 1,335,729 1,404,552 
Richmond, Va. 1,652,322 1,790,012 1,602,020 
tochester, N. Y. 2,076,090 2,124,391 2,156,287 
Rockford, Ill. . 1,080,547 1,017,198 1,144,794 
Rock Island-Moline 1,196,734 1,068,676 1,063,412 
Sacramento, Cal 1,024,086 1.144.906 1,019,550 
| San Antonio, Tex. 837,292 933,071 ‘ 1,041,280 
|} "San Diego, Cal 1,867,208 1,833,652 1,482,824 
Seattle, Wash 1,217,13 1,432.22 1,622,362 
‘South Bend, Ind 1,042,276 782,050 723,838 
‘Spokane, Wash 1,077,860 1,020,838 909,776 
St. Louis, Mo 2,545,950 2,498,165 2,472,020 
*St. Paul, Minn 1,651,466 1,385,215 1,481,544 
’Syracuse, N. Y. 584,262 639,590 807,704 
Tacoma, Wash 821,044 S28. 856 868.630 
Tampa, Fla 871,388 948.262 1.107, 806 
Toronto, Ont., Can 2,602,614 2,492,994 2.368,797 
>, A. 9 Ae 493,766 527,606 533,666 
Tulsa, Okla 1,304,052 1,270,962 1,239,140 
Washington, D. Cc 4.674.954 4,875,816 4,725,503 
Youngstown, O 1,103,805 991,283 1,129,419 
Total 132,717,509 130,322,699 130,632,331 
1 Akron Times-Press discontinued Aug. 28, 1938 S 
2 Linage of Daily American now combined with 9 
Record, 10 
3 Buffalo Times discontinued Aug. 1 9 11 
4 Chicago Herald & Examiner discontinued Aug. 28 
1939 2 
> Milwaukee News discontinued Jan. 14, 1939 
6 Oklahoma News discontinued Feb. 24, 1 ' l 
7 News-Times discontinued De es 138 
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Atlanta Georgian 
licati« 
Linage 
Herald, eli 
Minneapolis 


+>Gain % 


Gain 


Star and Journal merged Aug 


and Sunday American ceas* 


mn De 17, 1939. 
of Syracuse Journal, now combined 
minated from 1938 and 1939 total 


Adrian Bauer Moves 


Adrian 
Agency 


' stre 


Bauer 
has moved 
et, 


to 1717 


Philadelphia. 


Advertising 
Sansom 


WINNIPE 


TORONTY 


MONTREAL 


LONDON Eng 
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ADVERTISING AGE 


Alka-Seltzer Strip 


Cdvé wisi 
Market 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Represemtadives Available,” 30 cents a line, minimum charge $1. Terms, 
h with order 
_— All other, Saastmentene (single insertion rates): % in., $2.75; 1 to 3 in., | 
$4.75 per inc 


POSITIONS WANTED POSITIONS WANTED 
this young man doubled sales of a, OFFICE SPACE wanted Chee. loop 
nat rg. with a contest. Writes com- | exch, for copy idea service, 18 yrs. exp 
ne copy—conceives arresting lay- Box 2061, ADVERTISING ‘AGE, Chgo 
knows research, production, | ~ ” mee 
sp., 3 yrs. ass’t to sales exec, as| 
i-n advg. dept. 4 yrs. wide contact ’ 
frs.. wWhisrs., dirs. Honor grad. HARD to Sell? 
Northwestern Univ. Major in Adv. —in the Chicago Market 
\ge 27—clean cut, energetic. Samples. 
Wants 0 gg stable connection in| Twenty years experience selling ad- 
de or agency where ideas and| Vertising ideas and space to recog- 
yriting Pability required. nized agencies and big national ad- 
Rox 2052, ADV ERTISING AGE, Chgo.| vertisers. Excellent contacts. Desire 
man—College Graduate with | ‘° change present sales connections if 
| ge, teaching oxperie snce in radio | /.can find a tough sales representation 


Have You Something 


broadcasting and advertising desires that will pay big commissions for suc- 
position in south or west. Employed | CeS8ful work. No advertising novel- 
it present. Salary no criterion. — ties. Good business, personal and 
Box 2053, ADVERTISING AGE, N. Y.| fimancial references. Write today 


Box 2062, ADVERTISING AGE, Chego. 


ARTIST 
Layout, pictorial and mechanical re- 


HELP WANTED 
hing, color, black and white. Let- 


tering Agency, art service e xperienc e. nS aby PROMOTION 
ox 2054, ADVERTISING AGE, Chgo. ee ee MAN 
CONTACT—COPY—PRODUCTION tising and sales promotion experience, 
4n all ‘round man for an agency or| preferably in the publication business. 
advertiser. Twelve years’ experi-| Here are the requirements: must be 
ence, five of them as Prod. Mgr. &| able to do and know something about | 
Space Byr. for midwest agency. Thor-| layout, copy, printing production, sales 
igh eee all graphic arts.] letters, visual presentations, research, 
Age 34, married and field investigations. Must know 
Box 2056, ADVE RTISING AGE, Chgo.| something about selling and salesman- 
LAYOUT MAN, DESIGNER with broad | Sip. This is a position assisting a 
background in general and direct mail| h@rd-hitting sales manager. We want 
icceounts seeks connection with agency | 4, YOUNsS man with ideas and with 
r manufacturer. Fourteen years with| @bility to develop ideas into selling 
two adv. agencies. ' form. Write in detail about self; sal- 
Box 2058, ADVERTISING AGE, =; ory) sone pete. Location ; Chicago 
teplies hel« n strict confidence. 
CAPABLE EXECUTIVE | Box 2055, ERIMEING AGm chen 
Has converted losses into profits for a ADVERTISING AGE, Chg: 
two national Cae Seenrens. Unusual REPRESENT ATIVE WANTED 
record of accomplishment as an ad- | Waes¢ Coast Publishers’ Representatiy 
ministrator, merchandiser, sales and | for old-established New 4 eed 
vdvertising director. Broadly experi-| trade journal. Splendid opportunity 
enced in organization development] for writing up substantial business 
ind effectively handling people. Pre- ary ee, ee ot 5 : : 
‘ : : —. ~" Write necessary details in full, refer- 
er New York or vicinity, but will lo-} oypec . - <a hte 
: ae ? : hi : ences, proposition, ete. Prompt action 
cate anywhere for worthwhile oppor-| wil} follow. 


tunity Early forties—healthy—well| Rox 2057, ADVERTISING AGE. N. Y 
__ POST CARDS _ 


jucated. } 
Box 2059, ADVERTISING AGE, N. Y. :| 
ADVERTISING SPACE SALESMAN | “PHOTO” POST CARDS 
experienced man, wide acquaintance,| Newest, most economical method of 
wants Eastern representation of le ad- displaying any product. Samples and 


ing pu blic ation, commission basis. } prices on request, Graphic Arts, 
Box 2060, ADVERTISING AGE, N. Y.| Hamilton, Ohio 


tive department for the first time 
by a woman’s magazine. The March 
issue of Woman’s Home Companion, 


Automobiles Take 
Place in Women’s 
Magazine Editing 


automobile background for its 
fashion presentation, while succeed- 


Detroit, Feb. 29.—Formal recogni- | ing issues will delve into such prob- | 


tion of the automobile as an integral | lems as maintaining car appearance 
part of the family scheme of living|im order to insure resale value; 
was signalized here today by a| preparation of the family car for 
reception tendered the wives of |SUmmer driving; and similar sub- 
automotive executives and agency | jects heretofore strange to the pages 
men handling automobile business | Of Women’s publications. 
by Woman’s Home Companion. mobile editor has been assigned the 
The occasion for the celebration | task of supervising this material, 
was the inauguration of an automo- | Marking what is said to be another 
| “first” for this field. 
| The interest of automobile adver- 
tisers in the magazine’s project was 
| reflected in ten and a half pages of 
space for this classification in the 
March issue. 


JOHN A. CAIRNS 
ANY 


WTAG Opens Theater 


| Radio Station WTAG, Worcester, 
| Mass., has opened a radio theater. 


45 EAST 17th st. 
NEW YORK, N. Y. 


PO na iis 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 South Webesh Avenue « Chicago, Illinois 


| pany, coast division of Miles Labo- 


|}sociated Advertising Agency, with 
|P. O. Marvenson and James McCor- 
| mack as account executives. 


Junior executive under 30 with adver- Plan Color Clinic 


out next week, will emphasize an | 


An auto- | 


FIGHTS PRICES 


Sets New Record 
for Pacific Net 


Los Angeles, Feb. 27.—Doctor 
Miles California Company this week sap 


= What do you think of a code th permit us 
signed the largest contract ever reduihe ou bias ALTHOUGH WE CAN MAKE A F tk 
~ ne . . . PROFIT BY CHARGING LESS? We are denied the rig? 
drawn up for a Pacific Coast radio charge Se for dry cleaning and pressing a 
et sy though we have proved we can make « PAIR PROFIT at that 
network program when it com- ne nMtiwmeminnnm ae 
pleted a deal for promoting Alka- w 
Seltzer in a daytime strip program HY NOT 59c? 
Monday through Friday, 11 to 11:15 2 years has tan bat on wane We ws poe eh ely 
a. m., over the entire Pacific Coast epee! 3 At JO AB ad 
Don Lee network of 31 stations. The can give employment to more local people 
. ~~ This code } price f cree 18 
total cost is reported as $318,281. “1 oe USANDS TO WEAR 


DUCE EMPLOYMENT and forced THOUSANDS TO WEAR 
r N ver JER PE 
The program, which wil rn) OS 


: REMEMBER you have two ways to remedy this evil condi 

from March 4, 1940 to April 30, tion, WRITE GOVERNOR HEIL at Madison, Wis, to DE 
, : ° . ‘ MAND THE aur EAL of THE DRY CLEANING CODE. Bring 
1941, will feature three women in we have been fighting for 20 years to 


a chatty skit called “Our Friendly aive you 2 PAIR DRY CLEANING PRICE. 
Neighbors.” Alka-Seltzer also will 
continue to use its nightly 15-min- 
ute news period over the Don Lee Men's Suits 

ot or Topcoats 
net, Ladies’ 

Frank Clancy, general manager Plain Coats 


of the Doctor Miles California Com- 


These prices only good until the new state code goes into 
effect March 1. After this date we will be forced to charge 


higher prices. 


ratories, Inc., is in charge. ~ Independent Dry Cleaners 


account is handled through the £ 


CASH AND CARRY 


1214 Tower Ave 


With a state-wide code enforcing min- 

imum prices for cleaning and dyeing in 

Wisconsin effective March |, _ this 

Superior cleaner took newspaper space 
to protest the measure. 

The first printing and advertising 
clinic, sponsored by the General ‘ ‘. : 
| Printing Ink Corporation, New Dickson Joins Rickerd 
| York, will be held at 7:30 p. m., James Dickson, Jr., who has been 
Marth 20, in the galleries of the | with International Harvester Com- 
corporation, 100 Sixth avenue, with pany and General Motors Corpora- 
“Color Comes of Age” as the sub-| tion in various executive capacities 
ject. Speakers will be Faber Bir- for more than 30 years, has joined 
|ren, Julian E. Garnsey and Fred-| Rickerd, Inc.. Detroit, as executive 
eric H. Rahr. vice-president. 


Issues Display Catalog Terbeek Advances 


| A 12- -page booklet describing Howard Terbeek, formerly assist- 


available display material and | ant advertising manager of the 


dealer aids has just been released Pump Engineering Service Corpora- | 


to photographic dealers by Agfa) tion, Cleveland, has been appointed | 
Ansco, Binghamton, N. Y. ladvertising manager 


Huffman Names Waters 


Huffman Full Fashioned Mills, 
Inc., Morgantown, N. C., has ap- 
pointed Norman D. Waters & Asso- 
ciates, New York, to handle adver- 
tising of Flatternit hosiery. On the 
schedule, in addition to business 
paper advertising and dealer helps, 
ire Glamour, Harper's’ Bazaar 
Junior League Magazine, Mademoi- 
selle and Vogue. 


Represents “School Arts” 


A. B. McClanahan & Co., New 
York, is representing School Arts, 
Worcester, Mass., in certain classi- 
fications in the East and not Alleva 
& Riordan, Philadelphia, according 
to information supplied ADVERTISING 
AcE by Donald P. Spencer, assist- 
ant advertising manager of School! 
Arts. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


| ¢ 


e+» not three or four or eight telephone 
connections for you to get and conver- 
sations to hold when that job of yours 
is ready—and should go forward with 
speed, smoothness and dispatch. 


@ Just one phone number for you to 
remember when you use FAITHORN. 
Wabash 7820 puts you in instant touch 
with all three FAITHORN SERVICES — 
Type-Setting, Engraving and Printing. 


® Time saved. Money saved. Greater 
satisfaction, greater speed. This is what 
FAITHORN 3-in-l service means to 
you. It brings perfect and complete 
co-ordination of thought, purpose and 
effort on your production requirements. 
@ Try it once and it will be your reg- 
ular choice just as it is with hundreds 
of other busy advertising executives 
who demand results. 


®@ Let's get together. 


PRINTING 


FAITHORN 


AD-SETTING + PRINTING + ENGRAVING 
504 SHERMAN STREET+ CHICAGO 


WABASH 7820 


A Y AN D N 1! GH T 


Just ONE place to call 
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ADVERTISING AGE 


March 4, 1949 


Crosley Creates 
Talent Pool 
for the Future 


Cincinnati, Feb. 29.—Station 
WLW, operated by Crosley Radio 
Corporation, has not only renewed 
its scholarships in farm radio, but 
is cooperating with the radio exten- 
sion department, college of music, 
University of Cincinnati, to insure 
a future supply of musical and dra- 
matic talent. 

Under the arrangement with the 
university, advanced students of 
music and drama will be given 
training in program building, con- 
ducting, arranging, choral ensem- 
bles, radio instrumental groups and 
radio interpretation. This instruc- 
tion is in the hands of Joseph Ries, 
the station’s director of education. 
Students who take this course are 
given full credit by the college. 

The farm scholarship plan was 
instituted a year ago and is being 
repeated in 1940. Senior agricul- 
tural students in land grant colleges 
are eligible, and the winners are 
selected by a contest. The fortunate 
ones are trained in writing pub- 
licity, announcing, writing and pro- 
ducing programs and in program 
research, all from the viewpoint of 
the requirements of the country’s 


| 

| agriculturists. Scholarships of $500 
are paid as weekly salaries from 
July 1 to Dec. 31. 

The current contest requires 
entrants to prepare a farm news 
broadcast, make a recording of their 
voices, prepare a script on farming 
and write an essay on “How Can 
Radio Best Service Agriculture?” 
Winners will be announced May 10. 
The judges are Mr. Ries, C. V. 
Gregory, of Wallaces’ Farmer and 
Iowa Homestead, and John C. Baker, 
United States Department of Agri- 
culture. 


Rules Shopping News 
Is Not a Newspaper 


Judge Walter I. Anderson upheld 
a $10 fine imposed by the city of 
York, Pa., on Coleman Bart, who 
was charged with violating a city 
ordinance which requires all adver- 
tising matter distributed in the city 
to be wrapped. 

The court denied Bart’s conten- 
tion that his publication was a 
newspaper and also assessed him 
with court costs. 


Appoints Agency 

Snuggle Products Company, 
Goshen, Ind., maker of infant wear, 
has appointed MacDonald-Cook 
Company, South Bend, to handle its 
advertising. Business and national 
publications as well as direct mail 
will be used. 


Don't Neglect 
Marginal Accounts, 
Marketers Told 


New York, Feb. 29.—Increased 
sales volume comes from cultivation 
of marginal accounts which too 
many salesmen overlook in favor of 
customers from whom they know 
they can get orders, Don Mitchell, 
vice-president and general sales 
manager of the Pepsi-Cola Com- 
pany, told the local chapter of the 
American Marketing Association 
here today. 

The bottling company executive 
illustrated his point by mentioning 
a salesman for a business paper 
publishing firm. This man had an 
extremely lucrative territory. His 
income each year was around 
$20,000, but never rose higher. The 
reason was, according to Mr. 
Mitchell, that he had set a subcon- 
scious limitation on his earning 
power. When the man’s territory 
was reduced one-third, the sales- 
man still was able to earn $20,000. 
The territory was reduced by an- 
other one-third, and within two 
years the man’s income was back 
at the $20,000 level. 

Referring to his own recent ex- 
perience at Pepsi-Cola, Mr. Mitchell 


declared that too many sales man- 


What Do You Make of Them? 


perhaps to you. 


a 


Here are three incidents important in their implications— 


In 1937, a sports goods house, selling direct, used space in 
Popular Mechanics. It skipped '38 and ’39 and now is back with 


twice the schedule used in 1937. Wouldn’t you say that the adver- 
tiser expects better mail order business in 1940 and expects Popu- 
lar Mechanics to produce it for him? 


_— 


At four o'clock, with just an hour to catch the issue, an adver- 
tiser, who had used the second preceding issue, wired insertion 


instructions. This advertiser wants agents and, of course, con- 
sumer buyers for a household product. Looks like a checkup, 
after his previous advertisement had been out six weeks, showed 
a sustained pulling power that made it profitable—yes, impera- 


tive—to get back into Popular Mechanics. 


A third incident involves a sports goods manufacturer selling 
through retail stores. This advertiser first used Popular Mechan- 


ics in 1938. He doubled his space in 1939. His 1940 order calls for 
three times the space he used in 1939. He must be optimistic 
about 1940 and sure of what Popular Mechanics will do in the 
way of drawing men to his dealer outlets. 


Such things have been happening here at Popular Mechanics 
for over thirty-five years. They all relate to sales—sales of goods 
or of services that men buy or have a hand in buying for them- 
selves or for their homes. 


And these things happen because this twenty-five cent maga- 
zine reaches over half a million man subscribers and newsstand 
buyers, responsive to advertising and with far above average 
purchasing power. 


In 1940, display your wares in Popular Mechanics for less than 
a dollar and a half per page per thousand. It’s your chance to 
profit by the experience of other advertisers who intend to make 


1940 a 


good year. 


POPULAR/ #ECHANICS 


200 East Ontario Street, Chicago, Illinois » New York « Detroit » Columbus 
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NEW PEANUT MEN 


New Lumarith figure of Mr. Peanut, 
molded by Cruver Mfg. Company, which 


dis- 


National Peanut Corporation is 
tributing in selected states. 


agers are content to make a gain 
over volume achieved the previous 
year. This should not be the stan- 
dard, he insisted; instead, the quota 
established as a goal should be used. 
If a sales manager sets a quota call- 
ing for a 20 per cent increase over 
the previous year, and is able to 
make a 10 per cent gain over the 
previous year, he is usually satis- 
fied. Such men should change their 
own mental habits and consider that 
they are “in the red” unless the 
quota and not the actual mark of 
the previous year is surpassed, Mr. 
Mitchell declared. 

He demonstrated how this system 
has worked for him. At the begin- 
ning of the year, he established a 
1940 quota much higher than vol- 
ume sold in 1939. When January 
sales in the New York City area 
just barely exceeded the quota, al- 
though far ahead of the same 1939 
month, he told his staff that some- 
thing must be wrong and greater 
efforts were required. The result 
was that sales in the same market 
in February topped the quota by 
40 per cent. 


Chain Belt Advances Two 


J. C. Merwin, vice-president and 
director of Chain Belt Company, 
Milwaukee, has been given the ad- 
ditional duties of treasurer. L. B. 
McKnight, sales manager of the 
company’s conveyor division, has 
been appointed assistant to the vice- 
president. 


New Addressing Machine 


Burroughs Adding Machine Com- 
pany, Detroit, has announced a new 
electric typewriter addressing ma- 
chine for use where a limited num- 
ber of repeat mailings to the same 
name does not warrant use of ad- 
dress plates or stencils. 


Names Newberry 

Roger W. Newberry has_ been 
named assistant general sales man- 
ager of the Bucyrus-Erie Company, 
South Milwaukee, Wis. Mr. New- 
berry has been assistant managing 
director of Ruston-Bucyrus, Ltd., 
English affiliate of Bucyrus-Erie, 


for the past 10 years. 


| 


‘Hull Treaties 


Aid to Business, 


Says Publisher 


New York, Feb. 29.—The attack 
in legislative circles on Secretary og 
State Cordell Hull’s reciprocal trade 
policy is called a “scandal” py 
Franklin Johnston, publisher of 
American Exporter, who marshals 
an impressive array of statistics to 
prove his contention that Americap 
manufacturers have prospered since 
the pacts were made and will suffer 
if the agreements are not renewed. 

Several important advertising 
classifications are represented in a 
list of 38 industries with export 
totals for 1932 and 1938. Export 
volume of passenger cars improved 
326 per cent, radio sets 43 per cent. 
refrigerators 224 per cent and office 
appliances 95 per cent, he says. 

The industry recording the larg. 
est gain was aircraft, with a jump 
of 3,300 per cent, and the one with 
the smallest upturn was cotton 
manufacturers, up 25 per cent 
There were no declines in the list 
given. 

Exports of finished manufactures 
increased from an average of $620.- 
000,000 in 1932 and 1933 to $1,568.- 
000,000 in 1937 and 1938, a gain of 
150 per cent. The Hull policy first 
took effect in 1934. 

Answering the claim that in- 
creased imports which necessarily 
go along with expanded exports 
seriously affect domestic business, 
Mr. Johnston quotes figures to show 
that for every dollar of increased 
imports from trade agreement coun- 
tries under the Haul! _ program, 
American exports to these countries 
have increased $2.76. “That doesn’t 
look like bad bargaining,” the pub- 
lisher comments. 

The 12-page article by Mr. John- 
ston appears in the February issue 
of American Exporter. Reprints 
may be had from the magazine, 386 
Fourth Avenue, New York. 
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irely with FOTOTY! 
just a sample of what ca 


ad i 
done with this amazing new ! 
a setting device-and it cuts cos! 

. eliminating display type and he 
My lettering charges. Quick, simple. ¢ 
nomical... any office girl can be 
iy compositor. 

Write TODAY for catalog ex 

the FOTOTYPE system and s! 
— the ¢ 
THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 
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Mighty Mike 
Says 


you cAan’T COVER 


DELPHIA WITH 


Our thanks 


ting ton, 


November 


PHILA 
An ouT OF TOWN STATION 


We quote part of a letter 
N. W. Ayer 


"C. A. B. ratings 
on the Lone Ranger 


the following ratio of audienc 


W. Ayer for evidence. 
from C. H. Cot- 
president, 


to N. 


vice 
for Philadelphia audience 
during October, 
and December 1939 indicate 
e distribution 


21.4% 


FOR LOW COST CIRCULATION IN — 
PHILADELPHIA ADVERTISERS BUY 


m ‘National | 
epresentatives 
Edward Petry, Inc. 
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PHOTOGRAPHIC REVIEW OF THE 


EXECUTIVES WHO HEADED JOINT NEWSPAPER MEETING 


In this photograph are officers of the New England Daily Newspaper Advertising Executives Association and the Advertising 

Managers Bureau of the New York State Publishers Association who arranged the joint meeting held in Springfield recently. 

Left to right: Arthur T. Brush, Manchester Union-Leader, vice-president of the New England group; Russell C. Harris, Buffalo 

Courier-Express, secretary, New York group; Rudolph M. Hennick, Waterbury Republican-American, New England president: 

Arthur Saunders, Mt. Vernon Argus, New York president; Henry M. Healy, Holyoke Transcript-Telegram, New England sec- 
retary; and J. Maxim Ryder, Springfield Newspapers, who was general chairman of the conference. 


MINNEAPOLIS GETS N. Y. NEWS PLAN 


At one of the Minneapolis presentations of the New York Sunday News’ sectional 
selling plan, this group exhibited much interest. From left to right: Mac Martin, 
president, Erwin, Wasey & Co. of Minnesota; Ralph B. Campbell, president, 
Campbell-Mithun Advertising Agency: S. C. Gale, director of advertising, R. L. 
Brang, in charge of grocery products operations in three sections of the country, 
A. Wells Wilbor, manager of market analysis, all of General Mills, Inc.; Elmer E. 
Flagler, Western advertising manager, New York News; and G. S. Kennedy, 
director of operations control, General Mills. 


CONSUMERS GET A DIVIDEND 


a WE! “Consumer Dividend 
for the users of 
JOHNSON’'S GLO-COAT 

and JOHNSON’S WAX 


Se Paleateomg 
GLO-COAT 


This full-page color roto copy in newspapers announced the “consumer dividend” 
plan of S. C. Johnson & Son, described on Page 19 of this issue. Note the man- 
ner in which the dividend is highlighted on the package label. Story on Page |9.) 


FIRST IN SERIES 


a — 
Cla. Wily 
as A Stock Excuance Asser 


Teenty five yemre age just pria to the i oo ern 


First advertisement in a new series in 
Wall Street Journal, being sponsored by 
individual members of the New York 
Stock Exchange who realize the impor- 
tance of telling the exchange's story to 
the public. It represents a seqment of 
the current development of sound pub- 
lic relations. 


SEEKS MULTIPLE SALES 


THey ke you GeY Twem for OMLY 20+ 

| ADORABLE / AND 6 LABELS Feom | 

| WHERE DID ¥ THE MOST DELICIOUS | 
EVER GET Tw 


TUNA yOu EvEe 
TASTED...! 
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‘are , 
SALI “PEPPER SETS 


Van Camp Sea Food Company is at- 
tempting to turn one can buyers into 
purchasers of half a dozen cans through 
@ premium offer which requires six labels. 
This campaign follows another successful 
premium offer used in 1939. 


WEEK 


PLENTY OF ACTION IN MEDICAL COPY 


CLINICAL IMPROVEMENT BASED UFOH ACTION 
ro 
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| 
—_ 
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FEMALE 
SEX HORMONES = > 


Marked success attends the use o~estradiol, true - 
varian follicular hormone, in @4he?tratment of 
menopausal symptoms, senile ety and pruritus 
vulvae, gonococcal vulvo-vagin in children, and 
amenorrhea and dysmenorry@@ aessociated with * 
utenne hypoplasia. This potent estrogenic substance ¥ 

is available m the following forms: £ 

OVOCYLIN’Y, “Ciba” (« — estradiol) - tablets, i 
vaginal suppositories, ointment 
BEN-OVOCYLIN®, “Ciba” («estradiol benzoate) a 
wnpules ‘ 
DI-OVOCYLIN’, “Ciba” («--estradiol dipropio 
nate )--ampules, with an unusually gprolonged 

activity ’ 


SEND FOR UP TORE MiNUTI 
MEDICAL LITERA RE ON 
INDICATIONS AFD DOSAG? 
Progesterone, the chemically pure corpus tuteum 
s useful in many cases of habitual abor 
! imi in certain types of menorrhagia, intermen- 

i} hemorrhage, and dysmenorrhea, This hormone 

supphed as 


LUTOCYLIN’, “Ciba” (progesterone )—ampules 


“ Ree t te Off, Wont +! Den On ber 
mo a eer ‘ a tot 
stir getrotint ¢ and . 
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CIBA PHARMACEUTICAL PRODUCTS, Inc. 


SUMMIT, NEW JERGEY 


| 
‘ 
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Indicating that copy appearing in medical journals need not necessarily be 

unattractive, this Ciba advertisement for female sex hormone products makes 

use of a wash drawing as background and attention-getter. Murray Breese 
Associates is the agency. 


PUNCH CARTOONIST WORKS FOR GOVERNMENT 


CARELESS TALK 
COSTS LIVES 


CARELESS TALK 
COSTS LIVES 


(nak bev Mavens tube 
dont bag SCA yon’ 


CARELESS TALK 


COSTS LIVES CARELESS TALI 


COSTS LIVES 


Here are four of the eight colorful posters produced for the English government 

by the famous Punch cartoonist Fougasse (Kenneth Bird), in which the public is 

reminded of the virtues of silence and discretion through humor. In every one 

Hitler or Goering or both are shown listening in to two Englishmen discussing 

more or less confidential matters, which indicates silence not only is golden but 
definitely patriotic. 
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ADVERTISING AGE 


5 MEN OR 25,000 MEN 


—to place your advertising in your pros- 
pects’ hands. 
—to distribute your samples. 


—to make surveys—ask questions for you 
of dealer or consumer. 


—to sell your merchandise; deliver it and 
collect payment. 


—to put up displays and merchandise your 
advertising. 


A.D. A. Service is a powerful new sales tool at your disposal; a 
means of consumer advertising with a powerful selling punch; 
a Mass Selling Plan. It can be put to work in a single neigh- 
borhood . . . a single city . . . or market ... or from coast to 
coast in U.S. and Canada . . . easily, quickly and economically. 


Mass Plan Advertising, direct-to-the-home, coordinated with 
dealer sales promotion, becomes advertising’s speediest, most 
direct and flexible medium. A. D. of A. Dealer Selling Service 
opens up an entire new field of sales possibilities. 


The Most Flexible Advertising Method 


Mass Plan Distribution can place your advertising or a sample 
of your product right into twenty million homes and also into 
every desirable retail outlet. 


A manufacturer whose sales must come from only highest grade 
homes can restrict coverage to such homes, while another whose 
product has wider general use can reach every home. Between 
these two extremes, for every type of product, for YOUR product, 
it can give exactly the coverage needed ... and no waste, 


Every comparison, every test of experience demonstrates the 
superior efficiency and the lower cost of mass plan, direct-to-the- 
home advertising. It opens the way to increased sales and 
profitable business to a degree seldom approached by other 
media. 


A Ready-Made Sales Force to Sell Deaters 


A. D. of A. dealer men become a sales force for you to use as 
part of your regular selling program, or to temporarily augment 
your own selling staff... calling on dealers to sell goods, (for 
cash, or billing through jobbers)—-get dealer cooperation and 
build good-will, put up displays and describe and merchandise 
the coming season’s advertising. Many companies find this far 
more economical than maintaining year-round detail-men or 
junior sales forces. 


STANDARD CONSUMER SERVICES 


1 HIGH JAMB or UNDER-THE-DOOR SERVICE—Advertising 
material securely placed between the door and jamb or casing; 
high, out of reach of children, or under the door completely. 


2 DOOR KNOB SERVICE-——Advertising secured between door 
knob and casing. 


3 RUBBER-BANDED DOOR KNOB SERVICE—Same service 
as No, 2, except that the literature or sample is securely fastened 
to the door knob with a rubber band. 


1 RING or KNOCK SERVICE—Advertising material or sample 
placed under methods 1, 2, or 3; carrier also rings the bell or 
knocks on the door, but does not wait for occupant to respond. 


5 RING, WAIT AND HAND.-IN— The carrier rings the bell or 
knocks, and hands the advertising material or sample to the 
adult person responding. If, following the customary wait, there 
is no answer, the carrier leaves, and no advertising or sample 
is left. 

6 RING, WAIT AND LEAVE~- Same as “Ring, Wait and Hand- 
In,” except that if, following the customary wait no answer is 
received to the summons, the advertising literature or sample 
is left by fastening same to the door knob with a rubber band. 
or in an otherwise secure manner. 


7 OFFICE BUILDING SERVICE—Subject to local regulation. 


8—SUBWAY. ELEVATED, BUS, STREET CAR OR FACTORY 
HAND-TO-HAND SERVICE Subject to local regulation. 


9 PARKED AUTOMOBILE SERVICE-— Subject to local reg- 


ulation. 


10 SURVEYS—Calls by men or women to ask questions, fill 
out questionnaires, check radio listening, submit material for 
comments, ete., arranged according to needs of clients. 


TRADE SERVICES 


Off-ear selling and delivering. Collecting cash. or having it 
billed through jobbers. 

Purchasing goods from jobbers and selling off-car for cash. 

Selling for delivery through jobbers or by manufacturer. 

Delivering free or consignment goods with sales talk. 

Merchandising advertising campaigns; radio programs: special 
deals, ete.; displaying broadsides, giving sales talk and putting up 
displays. 

Surveys; inventorying dealers’ stock: replacing old merchan- 
dise with new, ete. 
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THE ADVERTISING DISTRIBUTORS OF AMERICA Inc. 


OFFERS AN ORGANIZED MEDIUM OF SALES PROMOTION THROUGHOUT 
THE UNITED STATES AND CANADA—A FLEXIBLE, ECONOMICAL, MOST 
EFFECTIVE SERVICE, OF VITAL IMPORTANCE TO EVERY EXECUTIVE. 


The Advertising Distributors of America is a national organization. Its stockholders are leaders 
in the field of home-to-home advertising distribution in principal markets throughout the 
United States and Canada. 


This is the first of a series of ads designed to set forth the A. D. A. organization and facilities by 
markets. 


In Canada, A.D.A. is Accurate Distributing Company 
1162 DUNDAS STREET WEST, TORONTO 
Pat. V. Roach, General Manager Mr. Roach is a Vice-president of A.D.A. 


The Toronto office has a trained staff of over two hundred men — neatly uni- 
formed, thoroughly familiar with the geography of Canada, and able to speed- 
ily, eficiently, and economically carry out any assignment in home-to-home 
distribution and other phases of A. D. A. service. 


Toronto has a fleet of 20 modern trucks, modern storage facilities for over 
300 tons of advertising material—all housed in a modern building especially 
equipped and designed for Accurate Distributing Company. 


Under direct supervision of Accurate Distributing Company, a number of 
branch offices are now operating in Hamilton and Windsor; and associates 
throughout other parts of Canada are under contractual arrangement in a 


well-knit organization, enabling complete coverage of Canada—reaching into 
over one million homes. 


All services of A. D. A. in the Canadian market are available through Accu- 
rate Distributing Company. 


In Chicago, A.D.A. is the Big 4 Advertising Carriers 
742 S. WABASH AVENUE, TELEPHONE WEBSTER 4432 
Ralph L. Goodman, General Manager 
Mr. Goodman is chairman of the board of A.D.A. 


The Chicago office has an excess of 1000 trained, experienced men ready for 
a single day’s coverage of the Chicago market; has a personnel staff seasoned 
and experienced in advertising, merchandising, and market research. Its super- 
visory staff have grown up from the ranks—every supervisor was a “private, 
carrying the bag, before receiving promotion during the 14 years of stead) 
growth and progress of the Big 4 Advertising Carriers. 


Big 4 is a recognized authority in Chicago on such vital marketing factors as 
density of population, nationality groupings, rentals, retail sales, and zone ot 
trade influence of the various shopping centers that make up Chicago. Of 
course, Big 4 serves Chicago’s leading merchants. 


All services of A. D. A. in the Chicago market are available through Big 4 Ad 
vertising Carriers. 
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